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Fotosetter photographic type 


1) MAXIMUM FLENIBILI'VY—Composition set on the 
Inte rtyvpe Fotose tter photographic line composing mac hine 
offers more flexibility in the use of white space—no spacing 


material, no furniture required in making up by this method 


2) NO REPRODUCTION PROVING— Headlines and 
body COpy are kevboarded on the Fotosette: machine and set 


directly on orthochromatic film or sensitized paper 


Ln 
. Af i ee Se a (3) NO M \KEREADY IS NEEDED Reproductions of 
aetna ean eh, f screen halftones and line illustrations on acetate are posi- 


d iti : tioned over the layout All type and artwork are on the same 
made-u ositive —> 
PP é surface—there are no makeready problems 


(4) NO DARKROOM CAMERA IS NEEDED—Film 
negatives or positives for lithography, letterpress or gravure 
are made by a simple contact printing operation 

(5 TYPE STAYS SHARP ‘The sharpness of each Foto- 
setter character is held on the plate because of emulsion-to- 


emulsion contact, whether set on film or photographic paper 


(6) FITS NEW MAGNESIUM PLATEMAKING— This 


method fits in perfectly with rapid etching of magnesium 


(7 TOP QUALITY RESULTS The metal plate produced 
by this method gives the printer full opportunity to achieve 
type of uniform color and unexcelled clarity 


If it isn’t made by Intertype 
it isn’t a Fotosetter 


INTERTYPE CORPORATION 


360 Furman Street, Brooklyn 1, New York * Chicago, San Francisco, Los Angeles, New Orleans, Boston 
In Canada: Toronto Type Foundry Co. Ltd., Toronto, Montreal, Winnipeg, Vancouver, Halifax 


FOTOSETTER is a registered trademark * Set in Baskerville and Futura families . for more details circle 814, page 105 
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How to Prepare 
A Modern 
Annual Report 


A specialist presents some 
tips to help improve your 
next annual report. 


The 
Noreen Design 
Story 


The story behind one of the 
country’s outstanding inte- 
grated design programs. 


How to Get 
Better Advertising 
Photographs 


An expert gives some 
down-to-earth suggestions 
for better photography. 


Maturity for 
Trade Show 
Exhibits 


Trade show exhibits are 
no longer just tables in 
front of velvet drapes. 
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The tape recorder has ] 
come one of the most i 
portant advertising tools 
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Magazine Inserts 


New postal regulations 
have encouraged greater 
ingenuity in inserts. 


The Role of 
Advertising 
Specialties 


A report on how speci 
ties fit into the over-: 
advertising program. 


Building Business 
through 
Direct Mail 


AR reprints Du Pont’s basic 
manual on the use of direct 
mail advertising. 
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te range of possibilities of MIRRO-BRITE metalized 
plastics is limited only by your imagination. Easy to 
process, print, die cut or form, this gleaming material has 
a stopper value that is reflected in increased sales. A wide 
range of glittering colors and finishes gives you ample 


scope for new developments in sales promotion. 


if you are seeking 


BRIGHT IDEAS 


for point of sale promotion 


(flat or vacuum-formed signs) 


packages 


displays 


novelties 


Space Helmet 
Premium 


premiums 
Mn 


\ KRUEGER ) gimmicks 


Send for illustrated sampler, color chart and price list or talk to 
your suppliers about MIRRO-BRITE. Available in continuous rolls 
or cut-to-size sheets. 


COATING PRODUCTS 


DEPT. AR, 101 WEST FOREST AVE., ENGLEWOOD, N. J. 


i 


Set-up Box 
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You can tell a book by its cover - 
and reflects your organization! 

If you are putting important money into a catalog, sales man- 
ual, portfolio or other promotional book, National Blank Book’s 
new Catalog Cover Selector helps you get the ‘“‘okays’’ you need 
at an early stage. It visualizes the job — shows a complete assort- 
ment of binding materials, color stampings and index tabs. Your 
National stationery dealer will be happy to show you the new 
Catalog Cover Selector. WRITE US TODAY FOR NAME OF 
YOUR NEAREST NATIONAL DEALER. 


if the cover has a quality look, 


ee oe 


<< National Blank Book Company 
i! e 12 WATER ST., HOLYOKE, MASSACHUSETTS 
Please send further information about the National Catalog Cover Selector 
and name of dealer nearest me. 
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You Can 
Pre-select Your Catalog Cover 
in this New Amazing Way! 










NATIONAL'S CATALOG COVER 


SELECTOR LETS YOU CHOOSE FROM: 


¢ 25 rich binding materials 
¢ All stock mechanisms and binder styles 


* 7 colored stampings on acetate sheets 


to place over various bindings to check 
different effects 


12 cover panels that show different types 
of stampings — 
Straight stamping, 1 or 2 colors 
Embossed and stamped 
Screened on smooth materials 
Embossed and screened on smooth 
or grained materials 
Indexes... printed insertable or printed- 
celluloid-leather and copper holed rein- 
forced. 





















JUST BETWEEN US 


We're Starting Our Third Year. . . 


Time flies, and this issue marks the beginning of our third year 
of publication. I am glad to be able to report that during the past year 
we have made substantial and encouraging progress, and that our readers and 
advertisers have given us every evidence of interest and appreciation. 



















As a business publisher with a good many years of experience, it 

is interesting to me to note that the amount of capital and the size of 
staff necessary to develop a worth while publication today are very much 
larger than formerly. In the “good old days" only a generation or two ago, 
business magazines could be started modestly, on the proverbial shoestring, 
and developed gradually as a reader audience was brought together and 
advertising interest aroused. 
















Today that kind of publishing operation would have very little 
chance for survival. A competent and professional job of editing and pub- 
lishing must be done from the very beginning. In the case of Advertising 
Requirements, we started with a completely integrated editorial staff, 
even though our company already had able editors manning two other publi- 
cations in the advertising and marketing field. The results, I think, 
have justified the additional effort and the large investment which have 
been devoted to making an outstanding magazine, unique in the character 

of editorial information it provides. 












Our very special assignment has proved to be even more stimulating 
than we had anticipated. The rapid progress being made in research on all 
phases of production, promotion and merchandising, and the greater stature 
accorded advertising management and agency functions concerned with them, 
have convinced all of us at AR that we arrived at the right time to make 
a worth while contribution to the progress of advertising and marketing. 


SRB /1 


G. D. Crain, Jr. 
Publisher 








February, 1955 
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ola Ael 
drawing “bored?” \... switch to Craftint 


art materials...for 







easier, faster, 
better art! 


For unbelievable savings 
in time and money, try these 
exclusive Craftint shading 
mediums as short cuts 
to better art... Singletone and 

Doubletone, the drawing boards with the invisible 
built-in shading screens . . . Craf-Tone, the 
adhesive-backed all-embracing shading medium 
... Craf-Type, the jiffy adhesive-backed 
alphabets . . . Craft-Color, the adhesive-backed 
quick color system available in 19 beautiful shades. 


You'll also find these other Craftint products the best start toward good art: 
Art Papers and Pads + “66” Drawing Inks » Show Card Colors + Artists’ Brushes 
“Kleen-Stik” Rubber Cement + Acetate Sheets and Rolls + “Spray-Art” Fixative 


THE CRAFTINT MANUFACTURING CO. * 1615 COLLAMER AVE. + CLEVELAND 10, OHIO 
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THE EDITOR’ S ) Nl 


An interesting approach to greater 
efficiency in the graphic arts is tak- 
ing place in Indianapolis. Several 
graphic arts firms have located under 
one roof for, as they explain it, 
“closer integration of effort.” The 
cooperating firms are independent of 
one another except for location. The 
group of connected buildings is called 
“Printing Arts Center of Indiana.” 
We haven’t heard any reports of a 
riot down Indiana way, so evidently 
a new era is dawning when even the 
letterpress and offset boys can share 
the same men’s room. A notable 
achievement! 


> While we count on our sister pub- 
lication, Advertising Age, to keep 
admen posted on personnel changes, 
we'd like to take this opportunity to 
note that the Premium Advertising 
Assn. of America (New York) has 
just appointed a new executive sec- 
retary. He is George Biderman, who 
has been serving as PAAA’s public 
relations counsel. 

As far as we’re concerned, more as- 
sociations could benefit by selecting 
public relations minded executive 
secretaries. We recently had the ex- 
perience of offering a group of trade 
associations an opportunity of pre- 
senting the story of progress in their 
respective fields to our readers. Only 
one association out of over 10 con- 
tacted took advantage of this oppor- 
tunity to tell its story. 

George Biderman takes over from 
retiring Frank H. Waggoner, another 
public relations conscious executive 
secretary. Mr. Waggoner has been 
continuously active in the premium 
advertising industry since 1914, when 
he became editor of Novelty News. 

You'll find evidence of George Bid- 
erman’s grasp of the premium in- 


dustry on page 45 of this issue. While 
his article, “So... YOU Want to Run 
a Sales Contest,’ was written on as- 
signment from AR before he took 
over the role of PAAA executive sec- 
retary on Jan. 1, we are pleased to 
have this supporting evidence of our 
ability to select the right man for 
covering an important subject. Mr. 
Biderman will continue operating his 
public relations and promotion serv- 
ice in New York in addition to his 
duties with PAAA. 


> Neat promotion idea .. . Believing 
that a picture is worth a thousand 
words and a movie at least a million, 
Bell & Howell Co. (Chicago) sends 
along with each of its magnetic re- 
cording projectors, a short sound 
movie on how to operate the unit. 
The purchaser watches the movie 
and listens to the sound track, which 
tells him how to flip the right 
switches to record his own voice 
magnetically on the same film. Leads 
us to wonder, however, what hap- 
pens if the proud new owner throws 
the wrong switch to start with? 


>Gal from our circulation depart- 
ment dropped in the other day with 
a complaint. Seems she gets no end 
of notices of address changes—with 
no mention of the former address. 
This time she was holding one from 
an outfit that gave only its new street 
number .. . not even the city or 
state. 


Next time you plan one of those 
clever little notes saying, “We've 
moved,” better include all basic in- 
formation—name, street address, city, 
zone, state .. . and, most important, 
the old address! This doesn’t only ap- 
ply to changes sent to publications. 


Display typefaces in this issue . . 


. Page 21—Bernhard Modern Bold & Bold Italic; 23—Venus 


Extrabold Extended, 20th Century Ultrabold Italic & Spartan Black Italic; 25—-Gold Rush, Jim Crow, 


Old Bowery, P. T. Barnum & Engravers Roman No. 9; 27— 


Dom Casual & Spartan Black Italic; 


33—20th Century Ultrabold, Rondo Bold & Spartan Black Italic; 39—hand-lettering, Kabel Heavy 
G Spartan Heavy Italic; 45—Alternate Gothic & Spartan Heavy Italic; 53—Balzac Brush & Spartan 


Heavy Italic; 
Extrabold Italic; 73—ADletter | 


58—hand-lettering, Bodoni Campanile & Bold Italic; 67—Beton Open & Stymie 
1-C & Spartan Heavy Italic; 81—Balzac Brush G Spartan Black 


Italic; 85—Flash, 20th Century Ultrabold & Spartan Black Italic; 91—Discus Script & Spartan 
Heavy Italic; 95—-Bernhard Modern Bold & Bold Italic; 99—Steel Bold & Spartan Heavy Italic. 
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YOUR WORK 77. 
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Cagraving and Cleclrotype Co. 


812 W. VAN BUREN STREET 
CHICAGO 7, ILL. ¢ HA 1-000 
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WIRE ADVERTISING DISPLAYS 
Designed - Manufactured 
Warehoused + Drop-Shipped 


> By designing and building 
wire displays for many of Amer- 
ica’s best-known products we al- 
ready have answers to many dis- 
play problems ... one of which 
may solve yours. In addition, the 
same ingenuity which has devel- 
oped so many successful displays 
is available to do the same for 
you. Quality production and 
prompt delivery are guaranteed. 
Let us suggest designs and pro- 
vide quotations promptly, and 
without obligation! Just write for 
the name of our nearest repre- 
sentative who will be glad to dis- 
cuss your problems with you. 


P Save Freight by Drop-Shipping 
From Our Mid-West Factory and 
Warehouse 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY & SHELBY STS. 
INDIANAPOLIS 2, INDIANA 


ADVERTISING DISPLAYS 


. for more details circle 811, page 105 
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Anyone on your mailing list for 
these notices who keeps address files 
will benefit by having all of the de- 
tails to make changes easy and pain- 
less. 

With publications it’s particularly 
important. Most circulation files are 
kept by city or state. It requires lots 
of digging to come up with the file 
card if you fail to give your complete 
old address. 


> Seems as though lots of people are 
of the opinion that color tv is going 
to bring about a revolution in the use 
of color in other media. At the Print- 
ing Industry of America convention 
in Detroit, there was lots of talk 
among the printers on this subject— 
optimistic talk, with dreams of extra 
dollars from added volume in color 
printing, from those who have the 
right equipment. 

More talk on the subject turned 
up at the Photographers’ Assn. of 
America convention in Chicago. Paul 
Linwood Gittings, PAA president, 
told members, “The impact of color 
television upon the American public 
will make the conventional black 
and white family portrait obsolete 
almost overnight.” 


Our personal feelings are that the 
revolution won’t be so immediate as 
many would have us believe. But 
admen certainly should keep close 
watch on all developments in this 
area. 

Actually, in both printing and pho- 
tography, technological develop- 
ments may play a greater role in 
a swing toward wider use of color 
than pressure because of color tv. 
Full-color printing at greatly re- 
duced costs is already a reality, with 
great promise for the future. Re- 
search in color photography is pro- 
gressing rapidly and several major 
developments should soon be an- 
nounced. One of the biggest ad- 
vances will be much faster color film 
speeds. 


No sooner did we send this bit of 
copy off to the printer than in comes 
a press release from Eastman Kodak 
Co. announcing new color film for 
35mm and 828 sizes. While bearing 
the name Kodak Ektachrome, the 
new film has some greatly improved 
characteristics over the professional 
color film of the same name which 
has long been one of the standards 
for advertising photographers. 

The new Ektachrome daylight 
type will have an A.S.A. exposure 
index of 32 as compared with an 
A.S.A. index of 10 for the older Ekta- 
chrome. The new indoor type Ekta- 
chrome will have a speed of 16, 
compared to a previous speed of 10. 
From all appearances, the new Ek- 
tachrome will do for many kinds of 
color photography what Royal Pan 








and Tri-X, Kodak’s new super-fast 
black and white films, have done in 
their field. 

With film three times as fast as 
previously available, photographers 
will be able to obtain many color 
photographs never before possible. 
The new film should be particularly 
valuable for on-location shots where 
only limited lighting is available. 


> Being cake eaters from way back, 
we've enjoyed a recent promotion 
trend. Several firms have decided to 
celebrate special events by sending 
out pieces of cake. Sylvania, for ex- 
ample, sent out a cellophane- 
wrapped piece of birthday cake to 
celebrate the 25th birthday of its 
Fredericksburg, Va., plant—the larg- 
est cellophane producing unit in the 
world. 

Another cake promotion came from 
The Displayers Inc. and Robert Kay- 
ton Associates Inc.—a piece of “wed- 
ding cake” to help announce the 
merger of the two firms (see cut). 





We'd like to add a special vote of 
approval for the Displayers-Kayton 
choice in cake. They used fruit cake, 
which remains fresh no matter how 
long it takes to get to its destination 
or how long it stands around before 
being opened. 

While we didn’t get a chance to get 
in on this promotion, an interesting 
twist to the cake idea was used by 
General Electric as part of its pro- 
motion program for the “Pyramid 
Plan” for step-by-step conversion 
of a tv broadcasting station to color 
programming. GE presented cakes 
fashioned in the form of a pyramid 
to many broadcasters throughout the 
country. The cakes were baked in 
Syracuse, flown to the various cities, 
and presented to broadcasters in 
time for morning “coffee breaks” by 
Western Union messengers. 

On second thought, however, we 
would have preferred to have helped 
Master Matrix Service Co. Inc. (New 
York) celebrate its 15th anniversary. 
This company sent each customer a 
small bottle of Drambuie and asked 
him to share in a toast. 
> Sales Talk reports this one: Some 
dealers charge to cash checks. But 
one alert merchant pays his custo- 











Many an advertising agency production man will 
recognize himself in this picture. To those who 
do, International Color Gravure can offer imme- 
diate aid. 


International is a gravure-engraving service house 
that has been preparing color positives and meet- 
ing closing dates for rotogravure publications for 
many years. A shop in which the owners are the 
operators, International is staffed with skilled 
technicians in the art of rotogravure, men who 
are responsible for many of the developments 
which have brought gravure printing to the high 
standards it has reached today. 


If you are the man pictured on this page you can 
change the picture in one motion. Let Interna- 
tional Color Gravure take over your rotogravure 
schedules and you can check those closing dates 
right off your list! 


39 West 60th St., New York 23, N.Y. Telephone Circle 5-8750 


Sales Office: LOS ANGELES—122 Glendale Boulevard, Phone: MAdison 6-4601 


SUPERTONE, INC. 


480 Lexington Ave., New York17, N.Y. Telephone Plaza 3-9468 
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They buy the lowest 
cost advertising you can get! 


aif Take full advantage of the 
my effective medium your package- 
e\ wrapped products offer. 
coro™ ‘**Personalize’’ your protective 


papers with Thilco PRINT 
DECORATING like these well 
known firms do. It costs little 
SP more than plain papers — 
carries your brand name identity 
to vast mew audiences and has 
powerful sales impact. 


MORE SALES APPEAL — Thilco 
print DECORATING adds to 
merchandising value by provid- 
ing immediate product identity, 
better sales appearance and 
simplified inventory control. 


FUNCTIONAL PROTECTION — 
Print DECORATING can be 
applied to all Thilco protective 
wrappings and bags. These 
include papers for Waterproof 
protection, prevention of 
Moisture-Vapor transmission, 
Grease and Oil penetration, 
Specialty grades and 
Decorated Krafts. 


ADAPTABILITY — Thilco 
papers lend themselves to auto- 
matic machine wrapping, 
bundling, hand wrapping, box 
covering and bag manufacture 
— come in 19 standard base 
colors from which to choose. 














Write for 
sample kit 
of PRINT 
DECORATED 
Thilco 
papers 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


NEW YORK + CHICAGO « DETROIT » MINNEAPOLIS « CINCINNATI 


. . for more details circle 859, page 105 
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mers when he performs that service. 
He advertises: “We will pay 5¢ for 
the privilege of cashing your payroll 
check.” Since he’s started, his store 
is cashing five times as many checks 
as before, and his weekend business 
has been boosted because many of 
the check-cashers plunk down part 
of their salary in a purchase. 


> We’re always interested in the re- 
sults of surveys to determine illus- 
tration preferences in calendars. We 
covered the subject quite thoroughly 
in the first issue of AR (“The Pub- 
lic’s Preferences in Calendars,” Feb. 
53 AR) ... but we've yet to find a 
really comprehensive survey on the 
subject. 

While it only sheds limited light 
on the picture, we were definitely 
interested in a report from the J. R. 
Watkins Co. (Winona, Minn.), which 
asked its dealers to vote on their 
choice of subject for the firm’s 1955 
calendar. Here are the results: 


Watkins products in use.........976 
BE ie cicccschicneeiessibitide ee 
Wildlife (animals, birds).......... 461 
a ae eicasl aia ....368 
Scenery .......... jecieanncecicciaee 356 
Outdoor adventure 235 
I odie ish incnseticmienartell 185 
a aa Se at 161 
i diit--tckesiendieepiaconmnstoncnsaae 147 
Watkins made some interesting 


tabulations of the voting. The ballots 
were split approximately 50-50 be- 
tween U. S. and Canadian dealers— 
but seven times as many Canadians 
put down wildlife as their first choice 
as did U. S. dealers. More than twice 
as many U. S. dealers put down pets 
for their number one choice as did 
their neighbors north of the border. 
However, Canadians voted pretty 
girls as their choice by more than 
two to one over the U. S. dealers. 

A breakdown between city and 
rural dealers showed little difference 
in choices. About the only variance 
was that city dealers favored his- 
torical subjects by more than two 
to one over rural dealers. 


> Radio Station WMAL (Washing- 
ton, D. C.) came up with some in- 
teresting gimmicks to promote itself 
as “the nation’s first ‘Good Food 
Station’.” A unique telephone an- 
swering device was coupled with an 
unusual mailing to introduce the new 
merchandising program to local and 
national advertisers. 

A standard automatic answering 
device was reconstructed by New 
York Telephone Co. engineers to al- 
low the machine to repeat a 90-sec- 
ond sales message. The device was 
originally designed to repeat only 
30-second messages. 


To stimulate calls to the device, 
the station sent messages boldly 
stamped “top secret” to 300 national 
time buyers in New York, advising 
them to dial a special phone number 
for a highly important message. The 
notes were mailed from the Penta- 
gon in Washington and bore a 
“Mailed in the Pentagon” postmark. 
The notes, themselves, were teasers 
to the effect that the message was 
“too hot to send through the mail.” 
Just dial the number, the note said, 
“listen 90 seconds, then hang up.” 

Callers heard Bryson Rash, ABC 
Washington newsman, “break” the 
story of the Good Food Plan, and in- 
troduce Lynn Hart, the station’s 
home economist, who spoke about 
features incorporated in the plan. 
The Chesapeake & Potomac Tele- 
phone Co. cooperated in setting up 
the same type of phone service in 
Washington. 


>This one is such a natural that we 
can’t understand why it isn’t a stand- 
ard promotion procedure for every 
restaurant or bar with a house spe- 
cial. Las Novedades Spanish Restau- 
rant (Tampa, Fla.) has prepared a 
little folder containing four of its 
most popular recipes. The famous 
Florida eating spot distributes 25,000 
of the folders each year through ho- 
tels, motels, chambers of commerce, 
the restaurant itself, and other spots 
of heavy visitor traffic. 

In addition to the recipes, the 
folder contains a guide map to Flor- 
ida, a Tampa city map and a brief 
story about the restaurant. 


> Quote-and-unquote: “There will 
be no flat-chested women in the 
United States in five years,” said 
Max Goodman, president of World 
Wide Pharmacal Distributing Co. of 
Chicago, in announcing a new prod- 
uct, “Kurvon.”—lead from a press 
release. 
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“I gave you the wrong cut for this page. 
Just hold the form until I get a new one 
made!” 


. for more details circle 788, page 105 
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CAST COATED PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY \ 
HAMILTON, OHIO die 


TRADE -MARK 


Number Eighteen of a series designed to show how “Champion Sets the Pace in Papermaking.” 











THERE IS A CHAMPION PAPER FOR EVERY PRINTING NEED 
THESE LEADING PAPER MERCHANTS SELL THE FAMOUS CHAMPION BRANDS 























































ALABAMA KANSAS NEW MEXICO PENNSYLVANIA (Cont.) 
Birmingham The Whitoker Paper Co. Topeka Carpenter Paper Co. Albuquerque Carpenter Paper Co. Pittsburgh The Whitaker Paper Co. 
Mobile The Partin Paper Co. Wichita Southwest Paper Co. Reading Garrett-Buchanan Co. 
Montgomery W. H. Atkinson KENTUCKY NEW YORK 
ARKANSAS Lovisville The Rowland Paper Co., Inc. Albany Hudson Valley Paper Co. RHODE ISLAND 
: Binghamton Stephens & Co., Inc. Providence John Carter & Co., Inc. 
Little Rock Roach Paper Co. LOUISIANA Buffalo Hubbs & Howe Co. 
New Orleans The D & W Paper Co., Inc. Jamestown The Millcraft Paper Co. 
CALIFORNIA oy ee ° New York City Aldine Paper Co., Inc. SOUTH CAROLINA 
Los Angeles Carpenter Paper Co. MAINE Forest Paper Co., Inc. Coiumbia Epes-Fitzgerald Paper Co. 
San Franciso Carpenter Paper Co. Augusta John Carter & Co., Inc. Holyoke Coated & Printed 
Paper Co.* TENNESSEE 
covenase egy emer! Paper Sales Corp. Chattanooga Bond-Sanders Paper Co 
Baltimore Garrett-Buchanan Co. Pohl P ig ie. : ae : . 
Denver pee Paper Co. The Whitaker Paper Co. Reinheld-Gerid sy = Knoxville a Cordage & 
CONNECTICUT MASSACHUSETTS ona eo Memphis Tayloe Paper Co. 
Hartford John Carter & Co., Inc. a John Carter & Co., Inc. Cher! W. Williewme & Ce i Nashville Bond-Sanders Paper Co. 
New Hoven John Carter & Co., Inc. i * SEL Wy. Wo NenNs GSS. 
The K. E. Tozier Co. kl D P 
5 field ‘hs Cone & C ae For Export | Bulkley, Dunton Paper Co., S.A. 
DISTRICT OF COLUMBIA eae aie ere 2 — eee | Butler American Paper Co., Inc. TEXAS 
Washington The Whitaker Paper Co. cnc ; : Rochester Hubbs & Howe Co. —* Carp on ti > 
MICHIGAN usti ente e . 
FLORIDA Detroit The Whitaker Paper Co. NORTH CAROLINA Dallas .Carpenter Paper Co. 
Jacksonville The Jacksonville Paper Co. Grand Rapids Central Michigan Paper Co. Asheville Henley Paper Co. EI a ‘ — —_ Co. 
Miomi The Everglade Paper Co. Charlotte The Charlotte Paper Co. Ft. Wort ee aper Co. 
Orlando The Central Paper Co. MINNESOTA Raleigh Epes-Fitzgerald Paper Co. Harlingen arpenter Paper Co. 
Tallahassee The Capital Paper Co. Minneapolis C. J. Duffey Paper Co. Hesston Carpenter Paper Co. 
Tampa The Tampa Paper Co. Inter-City Paper Co. OHIO ae : — — _ 
%. Poul ae «= nen The Millcraft Paper Co. 99 °"'° — a 
GEORGIA a ee, Cincinnati The Cincinnati Cordage & TAH 
Atlanta The Whitaker Paper Co. MISSISSIPPI Paper Co. UTA 
Macon The Macon Paper Co. ini Jackson Paper Co. The Queen City Paper Co.* Ogden Carpenter Paper Co. 
Savannah The Atlantic Paper Co. +a: The Standard Paper Co. Salt Lake City Carpenter Paper Co. 
Meridian Newell Paper Co. The Whttaber fener Co 
IDAHO MISSOURI Cleveland The Millcraft Paper Co. VIRGINIA 
Pocatello Carpenter Paper Co. Kansas City Corpenter Paper Co. Columbus Sterling Paper Co. Fi 
St. Louis Acme Paper Co. Dayton The Cincinnati Cordage & Paper Co. snc — a a oe 
; ILLINOIS Shaughnessy-Kniep-Hawe Toledo The Millcraft Paper Co. ene Spat Se 
i i P Co. 
Chicago Bradner Smith & Co. aper Lo OKLAHOMA WASHINGTON 
Dwight Brothers Paper Co. MONTANA R 
Parker, Schmidt & Tucker Paper Co. : Oklahoma City Carpenter Paper Co. Seattle Carter, Rice & Co. of Washington 
Charles W. Williams & Co.* Billings Carpenter Paper Co. Tulsa Beene Paper Co. Spokane Spokane Paper & Stationery Co. 
Decatur Decatur Paper House, Inc. Great Falls Carpenter Paper Co. Tayloe Paper Co. of Oklahoma Yakima Carter, Rice & Co. of Yakima 
Peoria Peoria Paper House, Inc. Missoula Carpenter Paper Co. 
Quincy a — Co. NEBRASKA OREGON WEST VIRGINIA 
Rock Island C. J. Duffey Paper Co. Rani tee Carpenter Paper Co. Portland Carter, Rice & Co. of Oregon Huntington na ee Cordage & 
é caper Co. 
INDIANA Lincoln Carpenter Paper Co. PENNSYLVANIA Pp 
‘ Omaha Carpenter Paper Co. 
oot Wayne The Millcraft Paper Co. Allentown Kemmerer Paper Co. WISCONSIN 
ndianapolis Indiana Paper Co., Inc. NEW HAMPSHIRE (Division of Garrett-Buchanan Co.) saat pi Dwieh 
Concord John Carter & Co., Inc. Lancaster Garrett-Buchanan Co. ———e wight Brothers Paper Co. 
1OWA Philadelphia Garrett-Buchanan Co. 
Des Moines Carpenter Paper Co. NEW JERSEY Matthias Paper Corp.* CANADA 
Pratt Paper Co. Newark Central Paper Co. Paper Merchants, Inc. Toronto Blake Paper Limited 
Sioux City Carpenter Paper Co. Trenton Central Paper Co. Whiting-Patterson Co., Inc. *BOX WRAP GRADES ONLY 
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The Advertising Dollar 


e Your editorial in the Dec. AR 
certainly is in tune with the times. 
Unfortunately, in the not too dis- 
tant past, plenty of advertising dol- 
lars were thrown away in a quite 
uncareful manner. This created a 
general reputation which continues 
today to plague many a conscienti- 
ous advertising man who is seriously 
trying to get full value received for 
the dollars he may have been able to 
persuade his company to invest in 
advertising. 

S. E. Voran 

Advertising Manager, The 

Parker Appliance Co., Cleve- 

land 





e The use of your Dec. editorial 
page to highlight the necessity of 
striving for economy in advertising 
costs points out a program badly 
needed by both suppliers and buyers 
of graphic arts materials. 

The lack of concern for costs is, 
unfortunately, not limited to the 
relatively few people your editorial 
might wishfully hope for. As a mat- 
ter of fact, the grave danger lies not 
so much in a lack of “know-how,” 
which we can hope will be overcome 
by training and experience, but in 
the lack of ability to “manage” the 
use of an advertising budget. 

Primarily, good management must 
be based on a change in our think- 
ing toward the money given in trust 
to us. We have got to realize that 
these funds are not something to 
be spent but are given to us to in- 
vest and the success of our effort is 
reflected in the profit we return to 
our employers and stockholders. 

Methods of obtaining profits are 
often nebulous at best but the com- 
pany or its employes or its suppliers 
who sneer at sweeping out the cor- 
ners of operating costs are inevita- 
bly heading for disaster. 

Let us in the graphic arts fields 
no longer hide our heads in the 
quicksand of unpleasant truths. 
Television has already chewed off 
great hunks of the money available 
for advertising and sales promotion 
and will continue to consume even 


READERS WRITE 





larger amounts. It, therefore, be- 
comes our responsibility to milk 
more and more out of what is left 
for printed promotion. This is the 
challenge that must be met and it 
can only be done with broad, imagi- 
native thinking. 

J. E. DONEGAN 

Graphic Arts Specialist, General 

Electric Co., New York 





Idea Album 


e ... May I offer my congratulations 
to you for the two new features in- 
troduced in the Dec. AR—“Idea Al- 
bum” and “Promotion Almanac.” The 
seven paragraphs on direct mail in 
the “Idea Album” culled from 
DMAA Best of Industry Contest 
winners were tops! 

Stewart S. JuRIsT 

Ass’t. Managing Director, Direct 

Mail Advertising Assn., Inc., 

New York 





Agencies & Displays 


e I read with interest the article 
in the Nov. AR which discussed the 
question of advertising agencies and 
their relation to point of purchase 
displays. 

I completely agree with you that 
the merchandising of advertising at 
the point of purchase is perhaps 
even more important than the ad- 
vertising itself. We here at Paillard 
feel very strongly that no campaign 
is complete, or even well started, 
until the point of purchase material 
has been planned and produced. 

We are ably seconded in this point 
of view by our advertising agency, 
Fuller & Smith & Ross. Their point 
of view, like ours, is that sales are 
born in the advertising media, but 
made at the point of purchase. 

In all planning sessions with our 
agency, point of purchase comes in 





WHAT'S 
BEEN HAPPENING 
IN THE 
SILK SCREEN 
INDUSTRY! 





One important event after another! .. . 
new inks with intensified pigmentation 
and increasingly shorter drying times .. . 
new presses with 2,000 Silk Screen im- 


pressions per hour . . . new power driven 
lightweight drying racks . . . new and 
versatile infrared heating installations .. . 
new photographic Silk Screen techniques 
that produce finished screens in less than 
30 minutes. 


The simpler forms of automation are ap- 
pearing in Silk Screen printing plants all 
over the country. Each year, as volume 
goes up, more methods of producing 
quality work with shorter delivery times 
are installed. 


As each new invention reaches the Silk 
Screen printing plant, you benefit with 
each order for display pieces, booklets, 
presentations and thousands of other 
point-of-purchase variations. 

Your Silk Screen printer is a capable 
technician engaged in what is today a 
precise science . . . the production in 
quantity of quality Silk Screen printed 
material. 

And there’s a lot more to come in the 
future .. 


NAZ-DAR has a world-wide reputation 
for producing the finest quality Screen 
Process inks. Request them in your next 
paper, | 


We will be glad to send you, 
and your local Screen Printer 
a copy of Naz-Dar’s big, fully 
illustrated catalog. It will help 
you in ordering and producing 
quality Screen Process Printing. 


“Business Building” 
Ink by NAZ-DAR 
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The NAZ-DAR Company 


461 N. Milwaukee Avenue 
Chicago 10, Illinois 
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Slickest way 
in the world... 


p x 


TO DISPLAY, 
PROTECT AND 
ORGANIZE... 


af PRESENTATIONS 
af PHOTOS 
“/ DATA 


and hundreds of other things 


Make any presentation 
... your client’s or your 
own .. . better, more 
effective by arranging 
and displaying it in 
Ful-Vu albums, displayors 
or Vu-dex “flip-over” 
binders. Just slide exhib- 
its into crystal clear plas- 
tic sleeves. No paste—no 
muss. Material is fully 
protected, sparklingly 
presented . . 





40-PAGE 
CATALOG 


Includes hun- 
dreds of album 
and binder sizes 
and types for 
modern business 
needs. 


- and it’s 
easy to re-arrange, en- 
large or otherwise change 
presentations to meet 
specific sales needs. 


Tear 
aoe 
4 GLORIFIES 


riko fs 


PROTECTS 


, 
COOKS’ Inc. Camden 1,N.J. 
In Canada: Preston-Noelting, Ltd., Stratford. 


. for more details circle 778, page 105 
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for a lion’s share of the discussion, 
with the agency doing all art and 
mechanical production on these dis- 
plays, as well as the final printing 
and distribution. 

Once again congratulations on a 
fine article, and on a point of view 
that will go far toward increasing 
sales in the hard-sell period to come. 

Epwarp L. SLATER 
Advertising Manager, Paillard 
Products Inc., New York 


Shelf Extenders 


e I noticed an item in the Dec. AR 
(“Introduce Corrugated Board Shelf 
Extender,” page 67) which stated 
that “Container Corp. of America has 
announced the development of a 
new shelf extender made of corru- 
gated board. Container reports that 
the new extender is the first to be 
produced of corrugated board; ex- 
tenders previously have been made 
of wood or metal.” 

This is to inform you that the dis- 
play division of the Gibraltar Cor- 
rugated Paper Co. Inc. (Clifton, N. 
J.) has created and manufactured 
many shelf extenders made of corru- 
gated board as long ago as 1951. As 





evidence of our workmanship, I sub- 
mit a photograph of a shelf extender 
we did for National Biscuit Co.’s 
Uneeda Biscuits (see cut). 
S. Paut BoocHEvEeR 
Vice President, Gibraltar Cor- 
rugated Paper Co. Inc., Clifton, 
N. J. 


TelePrompTers 


e We have noted in the “Glossary 
of TV Terms” (Nov. AR) an entry 
entitled “Teleprompter.” Please be 
advised that the word TelePrompTer 
is the registered trademark of Tele- 
PrompTer Corp. for electrically op- 
erated apparatus for the cueing of 
speakers and actors by means of 
scripts advanced in conformity with 
the action and/or dialog. 

We wish to observe in addition 





that TelePrompTer Corp. does not 
supply cueing cards, and the exten- 
sion of the term TelePrompTer to 
such cards is, in addition to misuse 
of the trademark, incorrect in fact. 
Irvinc B. KAHN 
Chairman of the Board, Tele- 
PrompTer Corp., New York 


Linotype’s Hydraquadder 


e I was pleased to see the item on 
our new hydraulic quadder—the Hy- 
draquadder (“The Editor’s Note- 
book,” Oct. AR). Unfortunately, 
however, the item gives a mislead- 
ing impression to any reader who is 
not informed on Linotypes and their 
equipment. The last paragraph seems 
to indicate that, while Intertype has 
had automatic quadding features for 
many years, the Linotype has not 
had any until the advent of the 
Hydraquadder. 

Actually, the Mergenthaler Lino- 
type Co. has made available quad- 
ders for some 20 years, and long 
before that had produced a quad- 
ding device used in government and 
state printing. The point of the an- 
nouncement of the Hydraquadder 
was that it is a new and better 
quadder. 

S. CHarLes Norris 
Advertising & Sales Promotion 
Manager, Mergenthaler Lino- 
type Co., Brooklyn 


Applause for AR 


e ... All of us are pleased with the 
good job that AR is doing. I go 
through each issue quite avidly and 
make good use of the insert card for 
more data about various AR-adver- 
tised products. Replies are quite 
prompt! Then our purchasing man, 
Bob Betts, gets AR—practically in- 
sists on this. Our production editor, 
Walk Kilrain, became interested and 
now has his own subscription. 
Darned if we’d let him tear up my 
copy for his reference purposes! 

So you can see the value of AR and 
its usefulness to us. It is indeed the 
most unique and practical magazine 
of its kind for creative people as well 
as production and purchasing men. 

LAWRENCE L. BRETTNER 
Circulation Promotion Manager, 
American Aviation Publications, 
Washington, D. C. 


Magnesium Plates 


e I would like very much to have 
your permission to reprint the ar- 
ticle entitled “Magnesium—A Step 
Forward in Photoengraving,’ which 
appeared in the Oct. AR. 

FRANK J. SCHREIBER 

Editor, The Photoengravers Bul- 

letin, Chicago 
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Folding Cartons, Bad printed by Milprint, Inc. *Reg. U.S. Pat. Off. 
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The following letters are typical of 


many received by AR. In all cases 
PHOTO-COMPOSE TYPE BY SIMPLY DIALING! . : — 





we try to supply as much helpful 
information as possible. However, 
we are regularly publishing some of 
the letters in this column with the 
thought that perhaps some of our 
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AUTOMATICALLY DEVELOPS, FIXES AND DELIVERS FINISHED PRINTS 




















The new Coxhead-Liner is an ingenious photo-lettering machine that delivers readers would like to assist us in 
finished type-proofs, ready for paste-up in ninety seconds. It produces copy providing desired details. AR will 
in all popular styles and sizes—ranging from 14 pt. to 72 pt. No dark room—no gladly forward any letters in answe? 
trays—no negatives—no waiting. The operation is so simple that any office to such requests. . . . Ed. 








girl can produce your type composition at her desk. 











3-D Printing 


e I am looking for a printer who has 
experience in 3-D printing. If you 
know of such a source, I would ap- 
preciate the name and adress of the 
firm. 
Harvey F. JEAcocK 

Production Manager, Lloyd 
Mansfield Co. Inc., Buffalo, N. Y. 








COXHEAD-LINER 
is made by the manufacturer of 
the world-famous 




























Commemorative Medals 


e It seems to us that we saw an 
advertisement in your publication 
some time ago offering medals such 
as anniversary commemoratives, etc. 
Can you advise us of some firms 
who produce such medals? 

K. T. Stack 

Vice-president, August Burg- 
hard Inc., Fort Lauderdale, Fla. 



























Invisible Printing 


e Some time ago AR carried a news 
release about printing with invisible 
ink that became legible when im- 
mersed in water. We would appreci- 
ate it if you could furnish the full 
information for us. 

Marvin M. Hertz 

Ad Enterprise, Cleveland 





























HUNDREDS OF CHANGEABLE TYPE MASTERS 
Outdoor Thermometers 
Coxhead-Liner type-masters are changed like 


Yards Phonograph records. The permanent plastic e Will you kindly send us the name 

























































































and  4iS¢S are dropped into place on the spindle = 7 el Soni of rer outdoor 
and the font is ready for action. Letter ees 
pe spacing and justifying is automatic. Simpl andra al 
beautiful P 3 I ree ee Se Bawden Bros. Inc., Davenport, 
dial the copy—Coxhead-Liner does the rest. Ie 
typography - 
ata VF RALPH C. COXHEAD CORPORATION — Mat Service 
Savings | 720 Frelinghuysen Ave., Newark 5, N.J. 
beyond Please send COXHEAD-LINER Booklet H-25 e We are interested in securing a 
outa | | source of supply for a mat service. 
| DOANE cc cccccvstecsccscceccevccencccessecccecoeneceseseuese We would prefer a source that could 
RO i itn casita tececbnivecbebicedied | help us design the layout and copy 
fa ee | NOIR ss o3cnsss ciccevademenigucantineneuredsats | of the mats. 
ody copy by ° 
Heads by COXHEAD-LINER BETS cincaevernecocineces BONE. BT MVE ssscccssccass Rosert A. BERGMAN 
amen Re me ree ene ca et CN Coen General Manager, Pennwood 
. for more details circle 869, page 105 Numechron Co., Pittsburgh 
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Baked enamels silk screened in your choice 
of beautiful brilliant colors on baked 
enameled steel, aluminum or hardboard. 
Can be reflectorized. Sizes from 1" x 2” to 
48" x 96". All shapes. 


A FULL LINE 
Road Signs—Fence Signs—Tack Signs— 
Strip Signs—Counter Signs—License Plate 
Signs—Tire Center Signs—Wall Hanger 
Signs—Window Display Signs—Door Push 
Signs—Day-Glo Bumper Signs—Plastic, 
Metal and Scotch Light Car Signs—Injec- 
tion Molded Plastic Signs. 


STU ieee 


Complete line of beautiful Kenway ash 
trays, salt and pepper sets, drinking glasses, 
bar glasses. Your company or product 
name fused into glass in 
brilliant ceramic colors. 
Cannot be washed or 


scraped off. 


Your advertising mes- 
sage always shows. For 
an outstanding and 
complete line of new, 
top quality, low-cost 
advertising items write 


today to 


BERLEKAMP CORPORATION 


1322 Sycamore Street 


pRODU 


Feet 


. for more details circle 868, page 105 
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SIGN COMPANY 
1169 E. Kibby Street 
Lima, Ohio 


. for more details circle 763, page 105 





How 


I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Ozalid Process Used 
For Low-Cost Cover 


Our problem was to produce an at- 
tractive, low-cost cover for a small 
quantity (100) of mimeographed de- 
partmental handbooks for a client, 
Meletron Corp. Here’s how I solved 
it. 

The cover was designed to be 
printed by the Ozalid process of re- 
production. Frosted acetate was used 
as a base instead of vellum; two pat- 
terns of Zip-A-Tone were used for 


MELETRON CORPORATION 


Se ea 


texture and tonal variations; Artype 
was used for the reading matter, and 
the “reverse” drawing was scratched 
out of a solid coating of ink on the 
acetate. 

Result: we got a rich-looking cov- 
er and the Ozalid prints cost only 12¢ 
each—no plates, just the original art, 
a “positive negative.” 

VIRGINIA GOTTHARDT 
Art for Advertising, Los Angeles 


Takes Client's Problem 
To 5 & 10, Solves It! 


We have a client who needed 5,000 
standard three-ring loose-leaf bind- 


ers. Several leading custom binder 
manufacturers submitted bids. The 
bids far exceeded my client’s budget. 
Problem—how to get a stiff binder of 
durable material with printing on the 
cover and backbone at a cost inside 
the client’s budget? 

I presented the problem to the local 
manager of the large F. W. Wool- 
worth store here in Denver. He se- 
lected several stock binders, from 
which one was selected by the client. 
The Woolworth manager took care 
of all details and we were able to 
get the 5,000 binders at nearly half 
the cost of the original estimates. 
Furthermore, the binders will have 
national distribution and that also is 
being taken care of by the local 
Woolworth manager! 

Satisfied? You bet. Large chain 
organizations like F. W. Woolworth 
present excellent opportunities for 
quantity and quality buying. 

Don A. NAEVE 
Wayne Welch Inc., Denver 


Knife-Handle Useful 
As Quill Pen Holder 


I was preparing a line illustration 
for a special engraving to meet a 
deadline for a rush job when I 
couldn’t find my quill pen holder. 


FIT QUILL PEN 


No. 6 KNIFE -Handle 


I solved the problem by fitting a 
spare pen point with a turn or two 
of paper wadding into the chuck 
(blade lock) of a No. 6 “X-Acto” 
knife-handle. Brother, that saved the 
day! 

VALENTINO N. ONGCHUA 
Cotabato Elite Printers, Cota- 
bato, Philippines 
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Stickin Around 
with KLEEN-STIK 
WHAT'S IN A NAME? 


Got a name you want to stick in 
people’s minds? Stick it in front 
of their eyes at the point of pur- 
chase! “And you can’t hardly get 
no better’? method than KLEEN- 
STIK. No glue ...nomuss...no 





fuss... this super adhesive goes up 
easy and sticks tight on any 


smooth, hard surface. Stays up, too, 
to deliver jillions of customer im- 
pressions. F’rinstance: 
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HIGH OR LO? 


Getting people to call a whiskey 


drink 


“as but the time- 


honored “highball’’ calls for a 
large jigger of courage ... plus a 
dash of difference in your P.O.P. 


material. But the Sales Promo- 
tion “brains” at CALVERT DIS- 
TILLERS CORP. did it with this 
striking ‘“‘Lo-Ball’’ piece, silk- 
screened in Saturn Yellow Day- 
Glo on shiny blue foil. Backed 
with peel-an’-press KLEEN 
STIK strips, it’s easy for sales- 
man or tavern owner to post on 
back-bar mirror or other surface 
for high (not lo!) visibility. 
ADMIRAL SCREENPRINT, 
Chicago, did the dazzling produc- 
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Glow, Little Glow-Ball! 


A highball becomes a ‘*Glo-Ball”’ 
when made with SQUIRT, says The 
Squirt Company, of Beverly Hills, 
you-know-where. HUGH McKEL- 
LAR, Squirt’s Advertising & Sales 
Promotion Mer., had the idea car- 
ried out in this attractive streamer, 
featuring glowing red fluorescent to 
gain attention. And as in so many 
other Squirt displays, he added 
KLEEN-STIK strips for extra-easy, 
extra-effective posting. 


Have yourself a “ball” in the 
P.O.P. department with KLEEN- 
STIK. This moistureless self- 
sticking adhesive makes matchless 
window streamers, die-cut 
plaques, shelf-edgers, bumper 
strips, and lots more! See your 
regular printer, lithographer, or 
silk screener — he’ll show you sam- 
ples and give you more ideas. Or 
you can get our free “‘Idea-of-the- 
Month” service — write today! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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APRIL 1955 


30-May 7 


National Baby Week ... 
Goods, May 1-7, sponsored by Earnshaw 
Publications Inc., 101 W. 3lst St., New 
York 1, and Foods and Drugs, April 30- 
May 7, sponsored by Gerber’s Baby 
Foods, c/o Public Relations Dept., D'Arcy 
Advertising Co. Inc., 430 Park Ave., New 
York 22. 


includes Dry 


MAY 1955 


1-31 


Better Bedding Time . . . sponsored by 
National Assn. of Bedding Manufactur- 
ers, Merchandise Mart, Chicago 54; Na- 
tional Retail Furniture Assn., 666 Lake 
Shore Drive, Chicago 11, and National 
Retail Dry Goods Assn., 100 West 31st 
St., New York 1. 


Cereal and Milk May Festival . . . spon- 
sored by Cereal Institute Inc., 135 S. La- 
Salle St., Chicago 3. 


Fig Festival . . . sponsored by California 
Dried Fig Advisory Board, P.O. Box 709, 
Fresno, Calif. 


Milk Festival . . . sponsored by Ameri- 
can Dairy Assn., 20 N. Wacker Drive, 
Chicago 6, and Milk Industry Foundation, 
1625 Eye St. N. W., Washington 6, D. C. 


National Mirror Month . . . sponsored by 
Mirror Manufacturers Assn., 435 N. Michi- 
gan Ave., Chicago 11. 


National Motel Month . . . sponsored by 
Earle M. Burnett Sr., 319 Sharp Bldg., 
Lincoln 8, Nebr. 


National Sports Festival . . . sponsored 
by American Assn. for Health, Physical 
Education and Recreation; American In- 
stitute of Park Executives; American Rec- 
reation Society; Athletic Institute; Na- 
tional Federation of State High School 
Athletic Assns.; National Golf Founda- 
tion; National Industrial Recreation Assn.; 
Society of State Directors of Health, 
Physical Education and Recreation; Sport 
Fishing Institute; U. S. Junior Chamber of 
Commerce; Isaac Walton League of 
America. Central headquarters and co- 





ordinating agency, Room 923, One N. 
LaSalle St., Chicago 2. 
National Aviation and Aeronautics Month. 
Travel Planning Time. 


May Day 


1-7 
Be Kind to Animals Week . . . sponsored 
by American Humane Assn., 896 Penn- 
sylvania St., Denver, Colo. 


National Hearing Week . . . sponsored 
by American Hearing Society, 817 14th 
St. N. W., Washington, D. C. 


1-8 
American Camp Week .. . sponsored by 
American Camping Assn., 343 S. Dear- 
born St., Chicago 4. 


2-9 
National Hearth Baked Bread Week... 
sponsored by National Hearth Baked 
Bread Committee, Suite 152, W. 42nd St., 
New York 26. 


7-14 
National Frozen Food Week .. . spon- 
sored by National Wholesale Frozen 
Focd Distributors Assn., 60 E. 42nd St., 
New York 17. 


Mother's Day 
tion ). 


(Presidential Proclama- 


8-14 
National Raisin Week . . . sponsored by 


California Raisin Advisory Board, P. O. 
Box 1963, Fresno, Cal. 


9-14 
National Cotton Week . . . sponsored by 


National Cotton Council of America, 40 
Worth St., New York 13. 


National Hospital Week (tentative) .. . 
sponsored by American Hospital Assn., 
18 E. Division St., Chicago 10. 


13-20 
Foot Health Week . . . sponsored by 
American Foot Health Foundation, 3301 
16th St. N. W., Washington 10, D. C. 
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LETTERPRESS 

Hi-Arts 

Ashokan 

M-C Folding 
Book and Cover 

Zena 

Catskill 

Velvetone 

Softone 

Esopus Tints 

Esopus Postcard 


OFFSET-LITHO 
Hi-Arts Litho C.1S. 
Zenagloss Offset C.2S. 
Book and Cover 
Lithogloss C.1S. 
Catskill Litho C.1S 
Catskill Offset C.2S. 
Esopus Postcard C.2S 


THE 

MARTIN CANTINE 
COMPANY 
Specialists in 
Coated Papers 
Since 1888 
SAUGERTIES. N. Y 


Branches: 
NEW YORK and CHICAGO 


In Los Angeles 
and San Francisco 
Wylie & Davis) 


“Dark waters in snow” 


by Edw. Wilson 


i 
‘ 
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14-21 
Let's Go Fishing . . . sponsored by Sport- 
ing Goods Dealer magazine, 2018 Wash- 

ington Ave., St. Louis 3, Mo. 
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National Luggage and Leather Goods 
Week . . . sponsored by Luggage and 
™ Jack Go} Leather pein yang aaage : “en 
ons ae Binde ¥ 21, 196), ca Inc., ifth Ave., New York 1. 
hie South Wabash Aven 15 
nn “nats 7 Straw Hat Day 
Dear Jack; 
15-21 
"Non uppli World Trade Week (Presidential Procla- 
to a custo er who i : 
mer, S suce mation ). 
EVER lets a Customer doe Graphic Arte gov = 
° u, 3 
Milt H. Kreines May I Say th pplier 15-28 
nee d you des at you are 80 National Pickle Week (tentative) .. . 
President erve A SPE mich bette ; 
I. 
AL CITATION uae Pr than Goap that sponsored by National Pickle Packers 
here it i Assn., 202 S. Mari 
Ss: ssn., . Marion St., Oak Park, Ill. 
Your ‘ 


16-22 
Letters from America Week . . . spon- 
sored by Common Council for American 
Unity, 20 W. 40th St., New York 18, for 
a person-to-person effort to combat Com- 
munist distortions and propaganda about 
life in the United States. 





Customers 





demand 









the Impossible 







today but 








ex 
Pect it done 19-June 19 


Father-Child Month . . . sponsored by 
National Father’s Day Committee, 50 E. 
42nd St., New York 17. 





yes terday and 












you Come through) 


asked for 
thi 
d 8S way 
you have delivered=nayors, normal cal) of 


Hie B Rena 


Milton H, Kreines 


I have 
duty an 









21 
Armed Forces Day (Presidential Procla- 
mation) . . . sponsored by Military 
Order of the World Wars, 1700 Eye St. 
N. W., Washington 6, D. C.; Navy 
League of the U. S., Mills Bldg., and Air 
Force Assn., Mills Bldg., Washington 6, 
D. C. 


22 


We think that National Maritime Day (Presidential 
is) it 


Service Mounting & Finishing Co., Proclamation ). 
A division of 













you, too, will be 


22-28 
leased with the , 
te aia SERVICE BINDERY «3 ae Merchant Marine Book Week . . . spon- 
- mn 2241 S. Wabash Avenue, Chicago 16 sored by American Merchant Marine Li- 
itl a ) ami brary Assn., 45 Broadway, New York 6. 
, CAlumet 5-3224 
call us Now 25-30 


Sunglass Week (tentative ). 


30 
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A R than any other publication. 
If you sell advertising 
REACHES = services, materials and 
MORE equipment to or through 
| ADVERTISING agencies, your ad in AR 
| AGENCIES will reach the top in 
| response. 










“Honest, I didn’t accidentally tear it. 
. . the boss did it on purpose.” 





ADVERTISING REQUIREMENTS | 


18 ¢ ar ° February 1955 























GIVEAWAYS 


Membership Cards 


America is a nation of “joiners” . . 


. and several admen have taken 
advantage of this national trait as the basis for special promotions. 
The cost of such a gimmick is small—usually only that of printing 
some standard size (usually about 2%2x3%4”) membership cards. 
Most of the cards are for ‘’societies’’ with a humorous twist, while 
others are more directly tied-in with the item being promoted. Such 
promotions take on real value when the membership cards are in- 
teresting enough to encourage the recipients to show them off to 
their friends. Membership “rules” on the reverse side frequently 
add this extra punch. 





RADIO & TV 


Extra Value from Singing Commercials 

There's extra value in your singing commercial. At least that's 
what Broughton’s Farm Dairy Inc. of Marietta, O. has found. The 
dairy reproduced the music and lyrics of its radio and television 


commercial as a direct mail piece. The tune is printed inside a 
542x642” 


four-page folder, printed in pink and blue on white. In 
addition, the lyrics are featured in newspaper ads. Other adver- 
tisers have found that expanded versions of their singing commer- 
cials pressed as records are effective both as direct mail pieces and 
as premiums. 


DISPLAYS 


Component Parts 


An effective way to emphasize product quality in a display is to 
show one of the actual component parts. In most cases, the cost of 
the part will be small when compared with any other gimmick used 
on displays and can become a major curiosity factor. Du Mont 
Laboratories used this trick to produce a particularly effective coun- 
ter display. To promote its tv picture tubes, Du Mont produced a dis- 
play which contained an actual electrostatic focus gun. The com- 
plicated component part, seldom seen by the layman, was given 
royal treatment in the display piece. A cut-away view printed on 
the display, with each element identified, helped add interest. 








PRINTED MATERIAL 
Change in Phone Number 


When, for any reason, your telephone numbers are changed, you 
can borrow an idea used by American Airlines in Fort Worth. 
American sent out a set of stickers—red on white gummed stock 
to its credit card holders and others who have occasion to call 
American. The stickers were designed to paste over old listings. An 
accompanying card contained these instructions: ‘Paste these stick- 
ers over our old listings in your phone book. Page 8—white pages. 
Page 12—yellow pages. Let us know if you need more for switch- 
boards, offices, etc.” The new listings in red stand out from the 
regular black printing in the phone directories. 





CALENDARS 
Reproducing Ads 


If your regular newspaper or magazine advertising campaign is on 
the clever side or features outstanding illustrations, you may want 
to borrow an idea from Young & Rubicam. The agency's 1955 
calendar features 12 Y&R ads. Each page is 7x15” with gold back- 
ground on white stock. A 6x8” open area in the gold at the top 
of each page contains a miniature reproduction of a Y&R ad. 
A 334x514” area at the bottom has a monthly calendar. The sim- 
plicity of the format, combined with a soft paper stock and the 
gold ink (all other printing is in black, with the calendar screened 
down to a gray) gives the calendar a quality appearance. 





DIRECT MAIL 


Blue Ribbon Theme 


(New York) to put emphasis on 
its “Blue Ribhon” service. These gimmicks—mailed to its travel 
agents—did the trick: 


American Airlines wanted 


e A county fair style blue ribbon with a button on it reading, 
“I'm a Blue Ribbon Travel Agent.” 

e A folder with a hand which popped up when the folder was 
opened. Tied to the finger, of course, was a blue ribbon. 

e A wooden stirring spoon, with a blue ribbon tied around the 


handle—"to stir up sales .. .” 





DIRECT MAIL 
Low-Cost Gimmicks 


Wolverine Tube Co. (Detroit) 
gimmicks in a continuing campaign. Among the best: 


has used a variety of low-cost 


e@ Emery board ... “smooth out your production problems.” 
@ Paper bag... ‘sales are in the bag.” 

e@ Sugar lump... “what could be sweeter?” 

@ Piece of yarn... ‘a true yarn...” 

e Swatch of cloth... ‘Wolverine . . . will suit you.” 

e@ Band-Aid ... “protection for you.” 


CALENDARS 
Miniature Reproduction 


Forbes Lithograph Co. (Boston) gets extra mileage from its annual 
calendar promotion by a “bonus” feature. With each wall calendar, 
Forbes includes a miniature which can be used on the desk or in 
the home. The miniature is a 342x6%4” 


card printed in green on 
green. The company name is embossed to add a special note of 
quality. The pad contains twelve 25«x4” sheets. A satin cord and 
tassle add a finishing touch. Other advertisers include a pocket 
calendar, frequently on plastic, with their wall calendars. In many 
cases, these, too, are miniatures of their larger brothers. 
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‘And by the way, Rembrandt, we need 
a new package design before lunch” 


Famous last account-man-type words, aren’t 
they? And a lovely little problem to leave with 
an art director. 

Lovely, except for the fact that packaging 
materials, structural designs, and printing lim- 
itations are a few of the many things that have 
to be considered before you even start on the 
artwork. But here’s a shortcut both client and 
agency people find handy — especially with a 
deadline coming up. 

Simply reach for the phone, call the nearest 
Gair sales office, and ask for the Gair design 


expediter. He’s your pipeline to the latest and 
broadest packaging know-how available. 

He can show you what kinds of packaging 
materials, designs, and printing have paid off 
for clients with similar problems. He’ll also 
show you what ones haven’t in terms of your 
market. And he’ll give you as much or as little 
help as you want on the creative side. 

The catch? It’s barely possible our man will try 
to convince you that Gair can do a superior job 
on producing the package you and your client 
are both sweating out. You take it from there. 


FC.4.1 


FOLDING CARTONS 


SHIPPING CONTAINERS © PAPERBOARD 


ROBERT GAIR COMPANY, INC. ¢ 155 EAST 44TH STREET * NEW YORK 17 


20 ¢ ar ¢ February 1955 . for more details circle 846, page 105 





dwertising Requirements 


Agency Speculations 


An adman presents his views on a controversial subject. 


By Clyde Sands 
Tolman & Sands 
Coral Gables, Florida 


Advertising, as is true in all busi- 
ness today, is becoming more and 
more competitive. An agency has to 
more than just “handle” the place- 
ment of advertisements. Many of the 
services performed by the agency 
make it possible for the client to get 
the most out of every advertising 
dollar appropriated. 

In broad terms these services in- 
clude: 

e A study of the nature of the prod- 
uct or service and all its ramifica- 
tions. 

e The location, quality and charac- 
teristics of the market. 


e Other techniques, methods and 
procedures involved in consumer 
communications. 

A well integrated selling program 
will result from a careful study of 
all the facts. 

The competitive nature of the 
market is influencing agencies to 
exert every ounce of ingenuity and 
every bit of energy for obtaining new 
business. This competition, perhaps 
more than anything else, has caused 
the increase in speculative effort. The 
attitude of the advertiser himself has 
further influenced this trend. 


> Accepting speculative assignments 
is a common occurrence in many 
agencies, for reasons which are all 
too obvious. In the case of some small 


and medium sized agencies where the 
loss or gain of from one to three large 
accounts makes all the difference in 
the continuance of operation, it is not 
hard to see why speculative work is 
accepted. In the long run, this ap- 
proach will prove to be an unhealthy 
one—not only for the agency who 
makes use of it, but for the entire 
business. To maintain its integrity, 
the agency profession must live up 
to its Standard of Practices as estab- 
lished by the 4A’s. It would be ap- 
propriate to quote Article 4 here: 


In view of its obligation to pro- 
vide adequate service to clients, 
the advertising agency should 
refrain from practices that dis- 
sipate its assets in any unsound 
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or uneconomic solicitation for 
new business. 

It is unsound and uneconomic 
to submit speculative copy, art- 
work, detailed plans, market 
surveys, or other speculative ma- 
terial in competitive solicitation. 


> It is a very unusual doctor who 
will make a test diagnosis for the 
benefit of a dubious patient, to con- 
vince him of his professional ability. 
Speculative work does not give the 
agency time to apply studied effort 
and accumulated skill to the prob- 
lem. It is often extremely expensive, 
it cheapens the agency in the eyes of 
the advertiser and finally, it repre- 
sents a superficial appraisal of the 
product’s sales potential. The result 
is often a piece of guesswork with a 
disregard “for any but the most cur- 
sory facts relating to the business to 
be advertised.” 

Some political promotions play an 
important role in the increasing of 
speculative selling. Agencies large 
and small prepare coilateral material 
and often complete campaigns for the 
promotion of various personalities 
for public office, free. This practice, 
as in all speculative work, amounts 
to the foregoing of some immediate 
advantage for the sake of greater 
advantages later on. 

The following case histories are 
true. The advertising agencies and 
the companies involved are not 
named for obvious reasons. 


>Agency A heard through the 
grapevine that a certain aircraft 
company with an estimated billing of 
$150,000 was in the market for an 
advertising agency. This figure, by 
the way, was never confirmed. A call 
was placed to the company and an 
appointment was made. The account 
executive from Agency A talked over 
his company’s abilities and capabili- 
ties with the principals of the aircraft 
group and impressed them with its 
background and experience. The air- 
craft people decided to let Agency A 
know soon what their decision was 
to be. A week later the newly hired 
advertising manager for the aircraft 
company notified the agency that an 
ad was needed for a special edition of 
one of the aircraft consumer maga- 
zines, which was to close within a few 
weeks. 

Although Agency A’s policy did 
not favor speculative work, a client 
of this size would help pay some of 
its bills and the account could be 
serviced without any additional in- 
vestment in personnel and supplies. 
The assignment was accepted and an 
advertisement was prepared which 
was well liked by the potential client. 

The account executive waited a 
few more days and then contacted 
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the company again, to find out 
whether or not his agency had been 
accepted to represent them. He ex- 
plained to the advertising manager 
that before his agency could do the 
right kind of selling job for the com- 
pany, it must study its problems and 
the product, analyze the market, etc. 
Their relationship he pointed out 
should be considered on a long term 
basis. He requested that a form letter 
of agreement be signed. 

It became apparent at this time 
that the principals of the aircraft 
company did not agree with those of 
the agency. Their understanding of 
the function of an advertising agency 
was to service the client when called 
upon, on an ad-to-ad sort of basis. 
They immediately terminated all re- 
lationship with the agency in a flurry 
of indignation. The cost for placing 
this initial ad amounted to approxi- 
mately $800 including space and 
production charges and the agency 
sweated out payment for almost six 
months. 

Agency A realized the folly of 
its approach and learned a valu- 
able lesson. In this particular case 
you might say that what was needed 
was client education on the purpose 
and function of advertising and ad- 
vertising agencies, long before any 
kind of an agency approach was 
made. This is undoubtedly true but 
Agency A accepted an assignment 
from a potential client whose busi- 


ness and product it knew nothing 
about. 


> Another illustration will help 
point out the impracticality of specu- 
lative jobs. A large appliance corpo- 
ration contacted Agency B on the 
basis of its reputation and suggested 
the possibility of the agency taking 
over the account. At that time the 
appliance corporation was being 
serviced by another agency and was 
unhappy with the way it was being 
handled. 

A new package promotion was be- 
ing planned and the appliance cor- 
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“Sure he’s a modest guy. He has a 
perfect right to be.” 








poration wanted to “try out” Agency 
B. The agency explained to the cor- 
poration that it was unethical and 
unsound for them to handle any 
work as long as the corporation was 
being represented by another agency. 
However, as the product was in some 
way related to an account it was 
already handling and could be associ- 
ated with it, the account executive 
decided to accept it. After this job 
was completed, the agency was called 
in again to help prepare the pres- 
entation to be made to the dealers. 

Agency B decided that it had gone 
far enough and requested a decision 
of some kind from the corporation. 
The president claimed that the 
agency had agreed to prepare the 
presentation, but the agency stoutly 
denied it. In this instance, the agency 
did not get the account, and a feeling 
of ill will was created between the 
two organizations. 


> Speculative presentations place 
one agency in conflict with another, 
competing to see which one can 
spend the more of its own time and 
money. The implication is that the 
agency preparing speculative work 
has little or no faith in its own ability 
on the basis of past performance and 
feels a house presentation will be 
inadequate to obtain new business. 

Consequently, in preparing pres- 
entations for new business, the 
agency should limit itself to telling 
the potential client what it has to 
offer. It is generally recognized that 
the following facts concerning an 
agency are the ones to be elaborated 
upon for a house presentation: (1) 
Experience of the agency, (2) its 
ability, (3) the age of the agency, 
(4) something about the personnel, 
(5) its reputation, (6) the character 
of the accounts and, (7) its estima- 
tion in the eyes of its clients. 


> Educating advertisers is a long, 
hard, tedious process. Yet, more and 
more of them are learning the func- 
tion of the advertising agency and 
are becoming more dependent on the 
agency for many types of counseling 
—from sales training and merchan- 
dising, to hard media promotion. Er- 
nest Calkins made a statement in 
1929 that is still true today, “Agen- 
cies should work together to see that 
advertisers select agencies . . . not 
plans.” 

For the advertiser who lacks an 
understanding of agency responsi- 
bility and purpose, it is up to the 
agency itself to teach him its func- 
tion, operational procedures and 
ethical practices. 

It only takes one agency, offering 
its services on a speculative basis, to 


turn the local agency apple barrel 
sour. 44 








WORTH LOOKING 


INTO... 


It’s strange but true that those 
who want to sell advertising do 
far too little advertising them- 
selves. This is the story of how 
one uhf television station re- 
alized, in time, that advertising 
could help them sell advertising. 


One night in August, 1954, Russell 
E. Lowell, entrepreneur and Lin- 
coln-Mercury dealer about the East 
coast, put in a hurried call to his 
agency, Gamut Advertising (Garden 
City, N. Y.). 

Mr. Lowell had a problem. He was 
taking over the reins of a uhf tele- 
vision station WITV (Miami) that 
had been losing money since it be- 
gan eight months before, with no 
break-even point in sight. He stated 
the facts bluntly. 

“They are now losing five, maybe 
six hundred dollars a day. The whole 
station needs revamping. It hasn’t 
been sold—to the people, nor to the 





advertisers. Our uhf competition gets 
all the business because they were 
there first. WITV covers Miami like 
a ten gallon hat and nobody knows 
it. I can let you spend $10,000 to help 
get us on the map, but it’s got to be 
fast, and successful. Will you take it 
on?” 


> The job seemed prodigious. A large 
portion of the leg work would have 
to be done right at the station, over 
a thousand miles away. But more 
important than the labor involved 
how would it best be done, and could 
it be done in 90 days? 

Overtime discussions were held. 
The problem was reduced to simple 
terms: come up with a promotion 
that would involve both the public 
and prospective advertisers. Come 
up with a package that the station 
sales force could explain easily 
something they could hang their hats 
on and really get excited about. 

In short WITV not only had to set 
the town on fire, they had to build 
a minor conflagration within the sta- 
tion organization itself. It had to be 
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UHF Slugs Back 
.» Via advertising 


simple and yet it had to be all en- 
compassing. 


>The next few days saw a program 
growing. A statement of the problem 
and an explanation of the solution 
was outlined for presentation to the 
station board. Mr. Lowell left for 
Florida. He secured immediate ap- 
proval. Back at the agency the thous- 
and details were put down on paper. 
Roughs were prepared. A schedule 
was mapped out. Every facet of the 
promotion was scrutinized, milked 
for the most benefit with the mini- 
mum of expenditure. 

Briefly it would consist of a 
slogan-jingle contest in which the 
entrant merely had to fill in the last 
line in rhyme to the following: 
Families here on the scene say they 
saw it on 17, and all will agree, that 
WITV, da-da-da-da, da-da-da, da- 
da. This was more than a jingle. This 
was a concept that was to be sold to 
the entire Miami market. Of course, 
there was nothing to buy, nothing to 
do except fill in an entry blank or 
write the last line down on a slip of 





& 
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There's Nothing to Buy! 
ANYONE CAN ENTER 
FUN for the WHOLE FAMIL 


HUNDREDS OF WINNERS 


Lala) Lee Tula 
Tuite anomai 


iP 


228 ME 3rd st 
miami 32 





Opening Ad... . WITV launched its con- 
test with this 1,450 line ad which ran in 
two local newspapers. Ad drew a flood of 
entries, and later was supplemented by 
radio and tv commercials. 


paper and mail it to the station. 
Everyone who entered would have 
that slogan imbedded in his mind. 
That took care of the public, but how 
to increase time sales immediately 
was a big problem. How this part 
of the promotion was presented was 
the big trick. 


> Window banners hawking the con- 
test, and counter cards, calling at- 
tention to self-mailing entry blanks, 
were designed and silk screened im- 
mediately. These, along with the 
explanatory literature, formed a 
package the WITV salesmen were to 
take around to key business men in 
the area prior to the general an- 
nouncement of the contest. These 
were the men WITV wanted to sell 
on using the station. 

The contest was explained and 
business men were asked to partici- 
pate. Their only contribution would 
be one or more prizes in merchandise 
or service. In return for this partici- 
pation their names and addresses 
would be listed in all contest promo- 
tion, plugged on WITV, in two news- 
papers and over the radio. They 
would display the window streamers 
and set up the counter cards. This 
would produce added traffic for 
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them, prove the station’s value and 
at the same time, provide a prize for 
the contest and allow easy and free 
distribution of contest blanks. 
Gamut felt the success or failure 
of the whole promotion lay on the 
shoulders of the WITV salesmen. 
Merely to promote a successful con- 
test in the sense that thousands of 
people entered, would not put a 
nickel in the till. The salesmen had 
to sell the contest to local business 


men. In the process, they would sell 
time. 


>One week later, two agency men 
flew down to Miami to button up the 
promotion. Along with arranging co- 
operation for publicity by the local 
newspapers, much time was spent 
with WITV personnel. They were 
fully acquainted with the scope of 
the promotion, what would be 
bought and what must be derived 
from sheer work. Before leaving, a 
two-hour question and answer ses- 
sion was held with the sales staff. 
When they returned to New York 
everything was set to pop. 

The actual promotion began with 
40-line newspaper teasers. The 
theme “Lucky 17” was chosen since 
the WITV channel listing was No. 
17. Ten different teaser ads were 
made up to run 10-a-day for six 
days in the Miami News and Fort 
Lauderdale News. These were sup- 
plemented by 10 second spot teaser 
announcements, 10-a-day for three 
days on WINZ radio. Wherever a 
spot or break was available on 
WITV, a teaser was thrown in. 

By this time WITV salesmen had 
been out with the contest package 
for about three weeks. The list of 
participating businesses and free 
prizes was growing. First prize was 
an all-expense-paid “dream week- 
end” in New York City. More than 





Winners . . 


. Martha Wright (center) of 
ABC-TV congratulates Mr. and Mrs. John 
Larkin—winners of the ‘‘dream’’ weekend 
in New York City prize offered by WITV 
in the jingle contest. 





half of the expenses for this trip 
were borne by such organizations as 
North American Airlines, Lexington 
Hotel, Empire State Building and 
Circle Lines. Other prizes included 
an automobile, tv set and a long list 
of things for the home and family. 


>On Sept. 17 the contest broke in 
newspapers, radio and on WITV. It 
was heavily plugged for 30 days, 
ending at midnight, Oct. 17. During 
that time hundreds of free prizes 
were rounded up, thousands of peo- 
ple sent in entry blanks and almost 
100 merchants and business men 
supported the contest. All displayed 
window streamers and counter cards. 
Some sent out direct mail and ad- 
vertised the contest on their own in 
newspapers, on radio and on WITV. 
Station personalities tied-in when- 
ever possible. Every bit of cross 
merchandising anyone could think 
of, and sell, was employed. The en- 
tire Miami market area was sat- 
urated with the “Lucky 17 Contest” 
for 35 days. 

The results? In 60 days, WITV 
went in the black for the first time 
since it had begun operation. Even 
more surprising, less than $8,000 had 
been spent and not all of it on the 
contest. Uhf conversions in the area 
were last reported at over 3,000 sets 
per month. 

All in all, the promotion had a 
very happy conclusion, proving once 
more that if a product or service has 
merit it can be sold, regardless of 
competition. You just have to tell 
people about it. 44 


2nd Annual Film Festival 
To Be Held in New York 


The Golden Reel Film Festival will 
be the central feature at the second 
annual American Film Assembly, to 
be sponsored by the Film Council 
of America in New York early in 
April. 

Films in 25 categories will be 
shown during a two-day period and 
the Golden Reel Awards for 1955 will 
be awarded to the film in each cate- 
gory selected by the jury. Outstand- 
ing 16mm informational and cultural 
films will be shown. 

Other features on the five-day pro- 
gram include a film users’ workshop, 
critiques, sound slidefilm conference, 
the Golden Reel Awards banquet, a 
technical symposium of film special- 
ists and a review of the role of 16mm 
in American society. 

Further information on applica- 
tions and program may be obtained 
from American Film Assembly, 600 
Davis St., Evanston, II]. 44 
































This country appears to be ripe 
for a revival of good old-fashioned 


git-out- the - band, come - to- meetin’ 
showmanship. 

For some years now radio and 
more recently television have been 
getting the lion’s share of the big 
promotional budgets. It is also true 


that radio, motion pictures and tv 
in recent years have been almost 
the whole entertainment story in 


the average small city and town in 
America. 

Actually, because of this, right 
now would seem to be a pretty good 
time to consider the value of a little 
in-the-flesh Barnum for inland 
America. Some of the biggest busi- 
ness firms in this country began 
with a street corner pitch, and it 
may be possible that the time is 
about right to go back to the out- 
door activity. Here is a rather re- 
markable event which occurred a 


few hundred miles from New York 
this fall. 


& 7 FASHIONED 
SOY DANSHIP 
PAYS OFF 


The story of an outstanding 
promotion with the flavor 
of ‘‘the good old days. 
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> Six horses and an old wagon drew 
crowds in some cities close to 100% 
of the population. Half a million 
persons saw this wagon travel 59 
horsedrawn miles. In one town half 
a mile long there was a parade a 
mile long. 


The word went out “the wagon is 


Six Horses and an Old Wagon . 
mares drummed up record excitement during an unusual Mail Pouch Tobacco promotion. 






. This ancient Conestoga wagon and the team « 





coming.” Mayors, burgesses, city, 
county and state police rose to the 


occasion. Crowds assembled every- 


where to see the wagon. 

In one city, traffic was blocked for 
miles east and west on the Lincoln 
Highway, main artery across the 
nation. 

Newspapers, radio and television 
reported the event, often page one, 
but the main thing was that hun- 
dreds of thousands of people along 
the route turned out en masse. 
Schools were emptied for half a day. 
People thronged the downtown 
areas. 






> What was this wagon? 

Nothing particularly remarkable, 
but it did move, the horses were 
alive and got up a real sweat, and 
the old rig was painted red, white 
and blue. 

True, it was an authentic old 
wagon, a Conestoga wagon, built in 
1824, the grandpappy of the covered 
wagon or prairie schooner made fa- 
mous by dime novels and Hollywood. 

Also true was the fact that this 
landcrossing under team-power by 
six huge Belgian mares was the first 
horsedrawn trek this century. But 
that’s all. Nothing more. Just some 
hosses and an old buggy. 


>A Wheeling, W. Va., firm, Mail 
Pouch Tobacco Co., at a cost of some 
thousands of dollars, restored the 
old rig, found in a Pennsylvania 
barn, and on Sept. 10 unveiled the 
wagon in the public square at Lan- 
caster, Pa. Ten thousand there. Next 
it went to Harrisburg for review by 
Gov. John S. Fine. Another crowd. 
Then to Pittsburgh, where it tied up 
traffic for hours and made a U-turn 
on congested Grant St., stopping in 
front of City Hall. Mayor David L. 
Lawrence and the entire city coun- 
cil led a motorcade which paraded 
the wagon to Gateway for a cere- 
mony. 

But in Bridgeville, Pa., the old 
wagon was greeted by excited citi- 
zens several miles down the highway 
before it got to town. A parade was 
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Here Comes the Wagon! 




























































































.. This crowd in Wheeling, W. Va. typified the big turnout 


that Mail Pouch’s re-built Conestoga wagon attracted on its trek through Pennsylvania 
and West Virginia. Bands, a fancy team of horses and Barnum type showmanship helped 


put over the company’s promotion 


formed of fire engines, police cars, 
officials, men and women on horse- 
back in western attire, and 
children in pony carts. 

In Washington, Pa., the crowd was 
so dense at Court Square (popula- 
tion 26,000) that it was possible to 
estimate half the city came down- 
town to witness the sight. A horse- 
drawn wagon! No lions, no bears, 
no bearded lady—a wagon and horses 
in the jet age! 

Right in the middle of the worst 
traffic jam in the history of this 
rural metropolis, the chief of police, 
besieged by officers on what to do, 
exclaimed: 

“To hell with traffic! 
day!” 


even 


This is a 


>The trip made by the old Cones- 
toga wagon this year was by nature 
a pilot project, an experiment, a 
trial. 

It’s been so many years since any- 
one has tried this sort of outdoor 
activity, and it’s a form of showman- 
ship in business so rare these days 
that no one could estimate its po- 
tential. 

It proved even difficult to find 
horsebarns for quartering the huge 
Belgians in rural areas. When Pet, 
one of the mares, threw a shoe at 
Canonsburg several blacksmiths re- 
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fused the job of shoeing a real big 
dray horse. A coal miner, a former 
blacksmith, was finally located and 
he brought his tools in the back of 
his car and shod the horse on the 
roadside. 

The bells were the authentic old 
18th Century chimes—origin of the 
phrase, “Get here with your bells on” 

and this signalled the wagon’s ad- 
vance everywhere. Schools emptied 
on their lawns and children dashed 
to the roadside to gape in wonder as 
the old land frigate, the origin of 
overland transportation in America, 
ambled by at three miles an hour! 


> You'd have thought the circus was 
coming to town! People cheered, 
autoists honked their horns, bells 
tolled and in some places, the fire 
siren went off as the wagon entered 
the city limits. 

Showmanship — Barnum — another 
age? Nonsense, people in inland 
America are just as ready today to 
join in fun as they ever were, only 
thing is a street spectacle in town is 
such a rarity today people are hun- 
gry for one. 

A little Negro boy saw the horses 
and wagon go through Carnegie and 
was so enchanted he fell in behind 
it and walked a mile out of town 
before he knew he was in the coun- 








try. He turned and fled home but 
stopped time and again to stare back 
at the horses. 


> Mail Pouch Tobacco Co., celebrat- 
ing its 75th anniversary, bought the 
wagon, a 130-year old ruin, and had 
it made roadworthy. The firm got 
into business in 1879 because the 
Conestoga wagoners twisted a cigar 
from black leaf and called it “stogie,” 
short for Conestoga. S. Richard 
Stern Associates (New York) han- 
dled national promotion, as they did 
the Kentucky Club Derby Day con- 
test for the firm earlier this year. 

Next year Mail Pouch is sending 
its now rural-famous rig to Ohio— 
Wheeling to Columbus, 126 miles. 
The wagon is in storage for the 
winter at Oglebay Park in Wheeling 
where, standing still, it draws 
crowds. 

Interesting thing about Conestoga 
54 is that since the wagon made its 
landcrossing in September, offers 
have come to Wheeling from all over 
the nation inviting the wagon to 
visit next year, the year after. Iowa 
wants it for its bicentennial; Cof- 
feyville, Kans., to celebrate the de- 
feat of the Dalton gang; Connells- 
ville, Pa., its sesquicentennial. 


>Country folks love a good, out- 
door, alive, moving show, with lots 
of banners and noise, and the time is 
right for someone to come along 
and snag the doldrum mood invoked 
by a generation of recorded serials 
and spectacles on celluloid. A little 
flesh, blood and honest sweat, some 
red and yellow posters, lots of 
hoopla, and git out the band—this 
is what inland America seems eager 
for today. 

Small towns, and there are thou- 
sands, haven’t had a good Main 
Street shivaree now in years. 

Giddiyap, Dobbin. The horse and 
buggy age doesn’t have to be re- 
called. Been here all the time. Busi- 
ness folks have just neglected it 
lately. 44 





“You've got some original and novel 
ideas here, Fenwick. Swipe them your- 
self?” 








The reader asked a simple ques- 
tion: 

“Please list the reasons for em- 
ploying outside producers rather 
than setting up an internal unit to 
produce business films.” 

With the do-it-yourself craze gain- 
ing in popularity, many firms have 
cast a jaundiced eye on the substan- 
tial amounts being spent on business 
films and wondered if setting up an 
internal film production unit wasn’t 
the ticket to greater economy, with- 
out sacrificing quality. The manage- 
ment of our reader’s firm had just 
had such thoughts. 


> Many admen have faced the same 
situation. To some the answers—al- 
though not always the same—are ob- 
vious. This reader, however, wanted 
the viewpoint of professional pro- 
ducers. 

Rather than try to answer the 
questions directly, we asked a num- 
ber of leading business film pro- 
ducers to list five good reasons why 
a company should use an outside 
film producer rather than its own 
department. The answers we re- 
ceived provide a good index to the 
value of external film production. 

This is, of course, just one side of 
the picture. All of the points should 
be weighed carefully before leaping 
with both feet into the establishment 
of an internal film production unit. 


>Here are some of the answers: 


1. Equipment An outside film 
source invariably is better equipped 


to handle every phase of a film job 
than is an inside source. No matter 
what the size, an industrial user of 
films has a difficult time justifying 
the cost of top-quality equipment, 
simply because the number of jobs 
going through the shop makes it dif- 
ficult to amortize the cost of this 
equipment. 

Furthermore, most studios main- 
tain a surplus of equipment beyond 
the minimal needs for one job. This 
again is a difficult thing for an in- 
dustrial user to achieve, without get- 
ting involved in a_ considerable 
amount of money. 


2. Personnel . .. Production of films 
requires a combination of many arts 
and crafts. It requires special skills 
and talent born only of experience. 
Films are only as good as the com- 
bined experience of the specialists 
and craftsmen who work on them. 

A professional film producer main- 
tains a permanent staff of experts 
trained in all phases of film produc- 
tion. These include men trained to 
assist in the planning of a film, ex- 
pert scenario writers, directors, ani- 
mators, cameramen, sound record- 
ing engineers, makeup men, artists, 
film editors and laboratory techni- 
cians. 

Naturally, staffing a department 
this extensively involves consider- 
able expense. The usual alternative 
is to expect a small staff to perform 
several of these specialized functions 
—or to job out various elements of 
production. Either way, the neces- 


AUDIO & VISUAL AIDS 


WHY 


OUTSIDE 
PRODUCERS? 


A reader asked AR to tell him the value of using 
outside producers for business films—rather than 
setting up an internal production unit. To get the 
answers, we asked a number of leading film pro- 
ducers. Here is what they had to say. 


sary close coordination is lacking and 
the end result on the screen fre- 
quently reflects it. 

The professional film studio allows 
for specialization, advancement and 
diversification of projects, and nor- 
mally the studio can afford better 
salaries than can industrial units. 

In addition to motion pictures, the 
professional studio is in a position to 
make stills and do slide films as part 
of its normal operation. An industrial 
user would have to have different 
people for these jobs, inasmuch as 
it is a rare individual who can do 
stills, know slide films, take movies 
and supervise script and production 
as well. 

Film specialists who will take an 
assignment for permanent employ- 
ment with a company, generally 
speaking, are not the top personnel 
in the field. A company is limited, 
then, in its creativeness to the minds 
of one or two men in the department. 


3. Sources of Supply ... Professional 
film producers have instant avail- 
ability to the sources of supply for 
materials, props, laboratory and op- 
tical work and talent. They have at 
their fingertips material which they 
use frequently—items that are every- 
day occurrences to the professional 
film producer, but which would be 
so rare as to be unknown to an in- 
dustrial user of films running an in- 
ternal unit. 


In addition, with the technical ad- 
vances in equipment being made 
consistently, virtually daily, in the 
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motion picture business, it is a diffi- 
cult job even for a large producer 
to keep equipped with modern 
equipment—even difficult to keep in- 
formed about it. For an individual 
company to undertake the job of 
keeping completely informed is far 
more difficult—and to replace equip- 
ment with more modern develop- 
ments is economically impossible in 
most cases. 





4. Facilities ... The making of good, 
quality motion pictures involves the 
use of specially designed facilities. 
A professional producer has full 
shooting facilities, sound stages, re- 
cording equipment and laboratory 
facilities. Just the space require- 
ments alone frequently make such an 
advantage impossible for the internal 
film unit. 

The professional is equipped to 
shoot film in either 35mm or 16mm, 
on location or in specially designed 
sets in the studio, with professional 
talent and with a carefully selected 
musical score, using special effects, 
and employing either “voice-over” 
narration or dialogue. 

Accordingly, the professional pro- 
ducer is staffed and equipped to de- 
liver the best picture possible. All 
facilities necessary for planning and 
production are contained within his 
one organization. He is thus geared 
to meet every requirement for mak- 
ing the film effective, and to make 
certain the client gets full value for 
every film dollar spent. 


5. Control . . . A professional film 
producer has greater control over the 
various elements of production—thus 
enabling him to guarantee and de- 
liver the best professional screen 
quality. 

The making of professional and 
successful motion pictures with the 
standards set by Hollywood in the 
American mind is a fully professional 
job. Audiences today have come to 
recognize and expect good screen 
quality because of their exposure to 
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Know-How and Equipment . . 


. One of the 





major advantages of using outside producers 


for business films is that they can afford to maintain a complete staff of experts to han- 


dle the wide variety of situations that are apt to arise . . 


to meet all requirements. 


the better theatrical pictures, tv pro- 
grams and the increasing number of 
quality commercial motion pictures 
now available. 

Should a picture lack this expected 
quality, it often creates an adverse 
reaction that defeats the entire film 
program. 


6. Experience . . . The professional 
producer brings to the client a wealth 
of diversified experience in the pro- 
duction of films of all kinds—films de- 
signed for many purposes and for 
many types of audiences. 

Through his team of specialists he 
is ready to advise on all phases of 
film planning and production—as well 
as the best ways for getting maxi- 
mum use of the finished film. 


How to Get Things Done 


% BOARDMASTER Visual Control Saves You 
Time, Money. 


Gives Graphic Picture of Your Operations 
at a Glance. 


Simple to Operate, Type or write on Cards, 
Snap in Grooves. 
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Scheduling, Etc. 


Made of Metal. Compact and Attractive. 
Over 50,000 in Use. 


$49.50 with cards 


24-page illustrated 
BOOKLET No. R-400 
Without Obligation 


Full price 
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Write Today for Your Copy 


GRAPHIC SYSTEMS 
55 West 42nd St. * New York 36, N. Y. 





. for more details circle 795, page 105 


. and the necessary equipment 


His staff of experts combines a 
background of experience in selling, 
training, merchandising, public re- 
lations and advertising. He offers, 
then, not only production experience 
but in addition a knowledge of how 
the film medium can be adapted to 
perform a specific function. 

What might motivate one audience 
will leave another untouched, and a 
producer is capable of selecting an 
effective approach, regardless of the 
film problem. 

Significantly, he also can bring to 
a client a fresh—and unbiased—view- 
point which the internal film depart- 
ment may have difficulty in doing be- 
cause of its closeness to the subject. 


7. Psychological Factors . . . Experi- 
ence of professional film producers 
has indicated that workers within a 
plant respect and cooperate with an 
outside production unit far more 
than they will with an internal unit, 
with whom they may have daily con- 
tact. 

Another psychological factor of 
importance is that a film specialist 
whose income source is the company 
for which a picture is being shot is 
far less likely to speak up and de- 
mand necessities than is an outsider 
whose thought is a good film job. Re- 
sponsibility always should be toward 
the individual picture in progress, 
not toward the boss. 


8. Use of Facilities .. . In the em- 
ployment of an outside film producer, 
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VIEWTAPE 


? UY A quality tape recorder... 

"A. Ly, ‘ Sx a perfect slide or filmstrip projector 

Ll ff of @ Together, they make this an unbeatable 
combination. HI-Fl sound and picture. 
Light-weight and portable. Does the job 
best where and when you need it. One full 
hour of recording at 3% I.P.S. on every 
5” reel of tape. Smooth, simple controls, 
it’s so easy to make your own taped story. 
The cool, brilliant VIEWLEX projector 
shows your filmstrips and slides in full 
color with the same high quality that 
makes all VIEWLEX projectors “GUARAN- 
TEED FOR A LIFETIME.” 

















So versatile that you'll wonder 
how you ever managed without it! 
Record, erase, edit, all in seconds. Played 


time and again, VIEWTAPE never loses its 
tone and quality. 
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PRESS CLIPPINGS 


News items, editorials, advertisements 


Promptly 
from daily and weekly newspapers, from 
magazines and trade papers as specified. 


PRESS CLIPPING BUREAU 
BArclay 7-537! 


165 Church Street New York 7, N. Y. 


will provide you with a record of your 
results from promotions and releases. 
For Future Reference 


Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating if desired. 


BURRELLE’S 


PRESS CLIPPING BUREAU 
165 Church Street © New York 7, N. Y. 
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Yeu PLASTIC INVENTION 
semazriug Business Buclder! 


What a magic give-away or premium. Pull plas- 
tic Talk-A-Tape thru box and it actually 
t-a-l-k-s! Brand names and special phrases built 


around YOUR PRODUCT! Or, choose from | 


over a dozen stock sayings. Costs only a nickel 
in moderate quantities. IT’S AMAZING! IT’S 
NEW! Write nearest office today for free sample 
and low cost data. 


THE TALKING TAPE COMPANY 
MAIN OFFICE: 905 Bradmar Bidg., 1651 Market 
Street, San Francisco 3, Crlifornia 


EASTERN DIVISION: 9905 Newsweek Bidg., Times 
Square, New York 36, New York 
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the client utilizes as much or as 
little of that facility as he needs at 
the moment. There definitely is an 
economy available in this situation. 
In addition, should there be the ne- 
cessity of shooting two jobs at one 
time, or perhaps doubling up, the 
professional film producer is in a far 
better position to effect this. 

Few companies will stand by and 
let internal facilities stand idle. The 
natural tendency is to dream up 
projects to keep men and equipment 
busy—frequently without giving suf- 
ficient thought to the real need for 
what is produced. 


9. Using Specialists ... When a com- 
pany has an internal film unit, it is 
natural to try to use this unit for all 
films. A company not impeded by its 
own film department is more likely 
to buy films from companies which 
are specialists in certain fields of film 
production—notably animation, color 
photography, stop action, etc. 


10. Responsibility . . . The profes- 
sional film producer is a business 
man with financial responsibility. He 
must have the faith and goodwill of 
previous clients to get repeat busi- 
ness. Similarly he must be able to 
guarantee production quality—as 
well as the ability to produce a cli- 
ent’s picture, as planned, and on 
time. 

Every time a producer’s film is 
shown his reputation is at stake. 
Each film has to stand on its own 
merits. He must then be able to 
guarantee production quality. 

This same concern and careful at- 
tention to the multitude of details 
involved in the production of a good 
film does not necessarily apply to an 
internal film department. If its film 
turns out badly it can always find 
ample reasons to justify it. The 
professional producer in contrast has 
to deliver in order to stay in busi- 
ness. 44 


New Technique Permits 
Director to See Shooting 


A new motion picture film tech- 
nique by which film directors and 
their crews get instantaneous dupli- 
cate tv pictures of scenes being shot 
by the film camera has been an- 
nounced jointly by RKO-Pathe Inc. 
(New York) and Allen B. Du Mont 
Laboratories Inc. (Clifton, N. J.) 

The technique involves the com- 
bination of Du Mont’s Teleye, a min- 
iature tv camera, with a 35mm Mit- 
chell motion picture camera. The Du 
Mont miniature tv camera is about 
the size of a shoe box and is mounted 
directly on the Mitchell movie cam- 
era so that its pickup lens “views” 
the same scene as that taken in by 












. Here a Du 


Combination Technique . . 
Mont Tel-Eye miniature tv camera is 
mounted on a Mitchell movie camera to 
provide film directors and their crews with 
instantaneous duplicate tv pictures of 


ue 


what the film camera ‘‘sees.’’ The new 
technique is designed to save money, time 
and film footage since directors do not 
have to wait for 


what is usable 


“‘rushes’’ to determine 


the film camera lens. The tv camera 
can be plugged into a standard 117 
volt a.c. wall socket and its output 
may be hooked directly by cable to 
a standard vhf tv receiver or sent 
through portable accessory equip- 
ment to a studio-type viewing screen. 

Under present movie-making 
methods, according to RKO-Pathe 
and Du Mont, only the cameraman 
has an instantaneous camera-eye 
view of the scene being shot once the 
cameras start to roll. Directors and 
others vitally concerned must wait 
until the film is developed and the 
“rushes” screened before knowing 
how much of the product is usable. 
The new technique is thus expected 
to result in a saving of time and film 
footage. 

The new technique can be used so 
that the director and his staff can 
have a large screen tv picture of 
what the camera sees shown at every 
instant so they are in control of 
shooting at all times. Also, by the 
use of tv units mounted on several 
film cameras, plus multiple tv view- 
ing screens, directors can see at a 
glance what several cameras “see” 
and shift from camera to camera as 
is done in tv studios. 44 


Projection Screens 


Described in Folder 


The Da-Lite Silver King and Da- 
Lite Challenger are among Da-Lite 
projection screens illustrated in a 
folder by Da-Lite Screen Co. Inc. 
(Chicago). 

The Challenger, a “push-button” 
model, features ease of opening and 
portability, while the Silver King 
model features its adaptability for 
both two and three-dimensional pro- 
jection. 

In addition to complete specifica- 
tions for its line of screens, the Da- 
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Lite folder includes valuable infor- 
mation on selecting the correct type, 
surface and size of screen for various 
projection uses. 


For your copy circle No. 701 on the 
Reader's Service Card inside back cover. 


Booklet Aids in Planning 
Sales Training Programs 


An aid in evaluating past or pres- 
ent sales training methods and plan- 
ning future sales training programs 
is “Check List and Planning Guide 
for your Sales Training Program,” 
which is available from Porter Henry 
& Co. Inc. (New York). 

The booklet provides checklists 
for present selling efficiency on the 
part of company salesmen and 
wholesaler’s and retail salesmen who 
sell the company’s products. The 
lists are based on the salesman’s 
knowledge of the product and his 
selling methods. 

After the introductory checklist 
is used to determine if a sales train- 
ing program is necessary, another 
group of checklists is used to point 
out training needs. These are in the 
form of six “success ingredients’— 
research, planning, program 
tents, training materials, 
through and check up. 

The booklet also includes a 
of Porter Henry & Co. clients. 
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New Viewer Shows 


50 Stereo Slides 


A new stereo viewer that does 
away with changing slides one at a 
time has been introduced by Stereo 


50 Viewer Corp. (Hollywood, Calif.) 





Pretty Viewer . 
knob, 
without having to change slides one at 
a time. Knob also brings each picture into 
focus. 


. . Merely by turning the 


viewer can see 50 stereo slides 


The new viewer is a product of 
Stereo 50 Viewer Corp. 


With the new viewer—appropriately 
called Stereo “50” Viewer—50 slides 
may be inserted in a cartridge and 
brought into view one at a time by 
turning a knob. As the knob is 
turned, it also brings the picture into 
focus. 7 

The Stereo “50” Viewer works off 
any light socket. The new viewer re- 
tails for $44.95 and is available at 
photographic dealers or from the 
company. Additional information 
and literature is available. 


For your copy circle No. 703 on the 
Reader’s Service Card inside back cover. 


C-Vue Flannel Boards 
Described in Folder 


C-Vue Presentation Boards, Chase 
Bag Co.’s (Philadelphia) new flannel 
board, are illustrated and described 
in a brochure issued by the com- 
pany. Three different models of the 
boards are shown, with suggestions 
on their specialized uses. 

The three styles are the “Teacher’s 
Pet,” the “Boardfolio,” and the 
“Traveler.” According to the com- 
pany, each of the boards is a mod- 
ernized version of the “flannel” 
board. Symbols, signs or pictures 
can be dropped on the board in any 
position, where they will stick with- 
out any tacks, glue or staples to 
hold them. 

The “Teacher’s Pet,” 
constructed of Masonite, surfaced 
with special C-Vue flannel and 
framed in lacquered wood with a 
metal easel. The board also can be 
stood up in a blackboard chalk tray. 
The “Boardfolio,” 18x25”, is con- 
structed of binders board with an 
outside covering of imitation leather. 
It opens to form a tent-like easel 
board, surfaced on both sides with 
C-Vue flannel. The “Traveler” is 
portable as a brief case, weighing 
less than 10 lbs. The case comes with 
a handle and is easily opened and 
set up for presentations. Each style 
comes with six sheets of fiber treated 
stock for mounting visual materials. 

The brochure contains photos of 
each of the boards in action and sug- 
gestions on how to use them. 


18x30”, is 


For your copy circle No. 704 on the 
Reader's Service Card inside back cover 


Announce New Projector 


American Optical Co. (Chelsea, 
Mass.) has announced the introduc- 
tion of a new model projector, the 
Educator 500, for 2x2” slides. Accord- 
ing to the company, the model is 
equipped with a new condensing sys- 
tem that increases light by more 
than 45%. In addition, the Educator 
also has American Optical’s “pres- 
surized” cooling system. 44 
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Promotions, 


Premiums, 
Stereo-Mailer Vue offers ad- Prizes, Sales, 
justable focusing and inter-ocular d ° 
control — features usually found Education 


only in high-priced viewers! and many other uses 





(in quantity) 
COMPLETE 
including 
viewer and 
self-mailing jacket 


Bally 


‘ 


Write today for quantity discounts. 


inquiries Invited from Mfg. Reps. | 
NESTOR PRODUCTIONS, INC. 


7904 Santa Monica Blvd. Hollywood 46, Calif 
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’Ss proof™ 


Every Monsen Black-on-White Impres- 
sion, or ‘‘etch proof,’’ is pulled from 
new type. Special actinic ink on special 
paper, both developed by Monsen, help 
the camera reproduce the true type face. 
Itis a precision kiss impression—hairline 
true—infra-red dried to prevent smear- 
ing. The ink even resists benzol. 

And your Art Department never loses 
time cutting up and realigning these 
impressions. Monsen Black-on-Whites 
are pulled from locked-up forms and 
are double checked on precision‘ ‘Crafts- 


an'’ line-up machines. 


For full informattone 
and a free sample 
Black-on-W hite Impression, 
just send card to... 
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Chicago 11 
22 East Illinois Street 
Los Angeles 15 
928 Figueroa Street 
Washington 1 
509 F Street, N.W. 
sNSEN-LOS ANGELES-928 S. Figueroa St-Trinity 8754+ MONSEN 
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Che Right Typefaces 


A leading agency production manager answers a question from AR: 
“‘How and why do you select certain body and headline types 


for particular ads?” 


By Gustave L. Saelens 

Type Director & Production Manager 
Geyer Advertising Inc 

New York 


How and why I select certain body 
and headline types for particular ac- 
counts handled at Geyer Advertis- 
ing Inc. was a question which, at 
first, found me without a pat answer. 

Like any production manager- 
particularly if his pre-agency ex- 
perience includes work in a type 
shop—I have definite beliefs about 
how type should be used . . . and 
where. 

When a new series of ads is in the 


planning stage, I get together with 
the art director to get an idea of 
what he’s striving for. Here are some 
things we consider: 
e Where will the ad appear? 
e What does the artwork look like? 
e What size should the type be? 
e What kind of product is being ad- 
vertised? 

Let’s try to analyze these items in 
terms of appropriate typefaces and 
type sizes. 


> Where will the ad appear? 

In consumer magazines such as 
Life, Saturday Evening Post, Col- 
liers, etc., the light and medium face 
types reproduce very well. This cate- 


gory includes Baskerville, Bodoni, 
Caslon, Caledonia, Century, Fair- 
field, Garamond, Janson, School- 
book, News Gothic, Futura, Scotch 
and Times Roman. This by no means 
is a complete list but one of these 
faces should be satisfactory for al- 
most any body copy in consumer or 
institutional ads. 

In trade ads, I lean towards the 
medium weight typefaces such as 
Bookman, New Caslon, Cushing, 
Schoolbook, Futura Medium and 
Demi, and Garamond Bold. 

In newspaper ads I stay away from 
the extremely light face types, using 
faces of medium weight and those 
that have well formed serifs and open 
counters. Use typefaces such as Cale- 
donia, Century, Schoolbook, Book- 
man, Times Roman, Futura and 
News Gothic. 


> What does the artwork look like? 
Study the illustrations you have to 
use. Sometimes it is possible to pick 
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Just about every ad man with 
an eye for profitable figures 
and quality headings is on 
the trail of Filmotype .. . as 
a user or user-to-be. To put it 
in the down-to-earth language 
of dollars and cents, Filmo- 
type’s 800 styles and sizes of 
quality hand lettering and 
type can provide all impor- 
tant ‘“‘oomph”’ for any ad 
material—and saves money 
doing it! 





































































































Filmotype’s “’Pay-as-you- 
profit’ Plan is a proved 
institution. It means .. . 
































NO INVESTMENT 


--» IF VOU USE 











$45 A MONTH WORTH OF 
HAND LETTERING and 
DISPLAY TYPE COMBINED! 


























See Filmotype’s time, work 
and money-saving abilities in 
person. Write for a FREE 
demonstration and complete 
details today. 









































Dept. AR 


FILMOTYPE 


60 W. Superior St. * Chicago 10, Ill. 
4 W. 40 St. + New York 18, N. Y. 
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a typeface that will harmonize with 
the technique or color. This is true 
more often of the display type than 
the body copy. If there are small 
halftones or line cuts that require 
captions, be sure the typeface is not 
too large nor too bold, otherwise the 
caption will overpower the illustra- 
tion. This is especially true if the 
illustrations are in color. 


> What size should the type be? 

In full-page consumer ads the 
body copy should, I think, be at least 
10 point; the picture captions no 
smaller than 7 pt. The same holds 
true for trade ads. In newspaper ads 
copy should be set at least one size 
larger than in magazines and no copy 
of any importance should be set less 
than 8 pt. All type should be leaded 
at least 1 pt. and the longer the line 
the greater the leading should be. 
> What kind of product is being ad- 
vertised? 

If it is household appliances, fur- 
niture, food, autos, travel or light 
industrial products I use the light 
and medium typefaces. For heavy 
machinery, trucks or any other 
heavy equipment, I use the medium 
and bold face types. In fashion, cos- 
metic and jewelry ads we can widen 
the selection of typefaces and include 
such faces as Bernhard Modern, 
Nicholas Cochin, Lydian Cursive, 
Raleigh Cursive and all the script 
types. A word of warning about these 
types—since they have definite and 
distinct characteristics of their own, 
care must be taken that they do not 
clash with other elements in the ad. 


> Display Faces. 

Be sure to use a legible type for 
your headline. Stay away from fancy 
typefaces that attract attention 
through their bizarre characteristics. 
The correct size of a headline varies 
with the layout. Trace out the head- 
line on tissue from actual type speci- 
men sheets and lay it over the com- 
prehensive. In that way you will be 
able to visualize exactly how the 
headline compares with the rest of 
the layout. 

Bold face lead-ins should always 
be in contrast with the body copy. 
For instance, Futura Demi is an ex- 
cellent contrasting lead-in for Gara- 
mond Light body copy but it would 
be too light for Bookman, New Cas- 
lon, or Garamond Bold. 


> Surprints and Reverses. 

If you are faced with the problem 
of selecting a tint value for a back- 
ground and there is type to be either 
surprinted or reversed thereon, be 
sure to consult an engravers tint 
chart. These charts will show you 
how your type will look on any tint 
you select. If the type is small—say 
8 to 12 pt.—stick to the sans-serif 


typefaces. Even then the legibility 
will suffer in the coarse screen tints 
necessary for newspaper reproduc- 
tion. 

If the preceding recommendations 
are followed, the typography in your 
ads should come out fairly well, and 
you shouldn’t have too much trouble 
getting good reproduction and legi- 
bility. This does not mean that other 
types cannot be used. The spice and 
life of the advertising industry is 
change of pace and newness of de- 
sign. The fresh approach and original 
manner in which type is handled is 
far more important than which type- 
face is used. 44 


Old Calligraphic Designs 
Reproduced in Book Form 


The ancient art of calligraphy 
reached a great height in England 
in the first half of the 18th century. 
Master craftsmen like George Bick- 
ham, Samuel Vaux, Joseph Cham- 
pion and William Kippax worked as 
professional scribes at producing 
beautiful letters and papers for the 
large commercial firms in England. 
Now more than 200 years later, 
graphic artists can enjoy a collec- 
tion of some of the best of those 
fancy scripts in “The Universal 
Penman.” 

Fortunately for the art of callig- 
raphy, a calligrapher and engraver, 
George Bickham, in 1733 made a 
collection of the work of contem- 
porary English penmen. He issued 
samples of script to subscribers in a 
series that lasted over a period of 
eight years. Subscribers frequently 
collected this series and had it bound. 
Dover Publications Inc. (New York) 
has reproduced one of these rare 
bound copies of Mr. Bickham’s en- 
gravings. 

The modern version contains 212 
of Mr. Bickham’s plates. In addition 
to the reproductions of fancy and 
florid pen work, there are a number 
of quaint drawings, decorative bor- 
ders and flourishes, which Mr. Bick- 
ham refers to as “beautiful decora- 
tions for the amusement of the 
curious.” 
>Philip Hofer, curator of the de- 
partment of Printing and Graphic 
Arts, Harvard College library, has 
written the introduction to this fac- 
simile edition. In it, he tells a bit of 
the history of calligraphy and in 
particular writes about the British 
period and craftsmen who produced 
the book’s examples. 

A note on the book’s dust jacket 
offers to graphic artists and printers 
full rights to reproduce any of the 
designs in the book without addi- 
tional permission or cost. The book 
lists at $8.50. 44 
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New Berthold Faces 
Available in U.S. 


With a continuing popularity of 
European typographic designs in 
American advertising—particularly 
for display headings and to establish 
a special mood in direct mail, five of 
the newer designs of the famed Bert- 
hold Type Foundry of Berlin have 
been imported by Amsterdam Con- 
tinental (New York). All of the new 
imports—Derby, Caprice, Palette, the 
Post Title Series and Dynamic—re- 
flect the informal trend becoming 
more apparent in post-war European 
type design. 

e Derby is a bold design simulating 
hand-lettering. Particularly suited 
to worded trademarks and use for 
single words needing strong empha- 
sis, it has a feeling of action. Fonts 
include a series of end letters with 
an elongated curve. The face is avail- 
able in sizes ranging from 10 to 60 
point. 

e Caprice is a new semi-script face 
with an air of delicacy, while main- 
taining enough bold weight to be 
suitable for reproduction in pastel 
colors, reverse and against relative- 
ly dark tintblocks. The size range 
is from 12 to 72 point. 





IT’S NEW! IT’S A BEAUTY! 


ULE 


RD a 1 4. 





























The World’s Most Modern Dispenser 


Can’t tip—can’t stick —can’t drip. 
No adjustment —big brush always 
reaches rubber cement. Handy grip- 
top; seals tight by finger pressure. 

ONLY 


a 5 


At your dealer or direct 


The HABERULE Co. 
Box R245 « Wilton, Conn. 
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Dynamic 


omerby 


Palette 
Caprice 


Post Roman Light 


e Palette is another semi-script in 
an even heavier weight than Caprice. 
It also has more informality. Avail- 
able sizes run from 12 to 72 point. 

e Post Title is available in a variety 
of weights, including light, medium, 
and bold. Companion faces include 
Post Roman Light, Medium and Bold 
and Post Italic. All of the faces are 
informal and somewhat similar in 
general character to Amsterdam’s 
popular Studio series. Sizes range 
from 6 point small to 72 point. 

e Dynamic is a new simulated hand- 
lettering style by Herbert Post. It 
is very bold and, as its name implies, 





Advanced Typro Photo 
Typesetter Introduced 


A new and advanced Typro photo- 
graphic typesetting and lettering ma- 
chine has been announced by Halber 
Corp. (Chicago). Advancements in- 
clude a double roller drive for 
swifter, smoother operation and a 
contact indicator. 

The Typro machine is a table-top 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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Post Roman Medium 


Post Roman Bold 


POST TITLE LIGHT 


POST TITLE MEDIUM 


POST TITLE BOLD 


Post Italic 





dynamic in character. Individual 
characters stand out well by them- 
selves and are suited for use as in- 
itials or design elements. Sizes range 
from 10 to 72 point. 

Other long-time Berthold faces are 
also available from Amsterdam Con- 
tinental. These include Ariston, City, 
Normande, Signal and the Standard 
family. All of the faces are cast to 
pica standard and available in three- 
part fonts. 

A Berthold specimen booklet is 
available from Amsterdam Conti- 
nental. 


For your copy circle No. 705 on the 


Reader’s Service Card inside back cover 





model capable of producing a variety 
of faces in sizes from 10 to 144 pt. A 
unique feature of the fonts is pre- 
proportioned letterspacing. 

Other special features include: 
eA moveable printing head which 
permits the composition of up to 10 
lines above or below one another on 
one strip, flush left or right or cen- 
tered, and with line leading control. 
e Snap-in interchangeable maga- 
zines, each holding 10 to 20 fonts. 

e An automatic developer unit with 
a special single solution that develops 
and fixes simultaneously. 

The unit, which lists at $650, is 
available on a lease-purchase ar- 
rangement at $40 per month. Fonts, 
which list at $20 each, are also avail- 
able on a lease arrangement at $2 
per font per month. 

A new folder describing the ad- 
vanced Typro is available, as is a 
specimen sheet showing 32 type 
styles now available in a variety of 
sizes. 


For your copy circle No. 706 on the 
Reader’s Service Card inside back cover 





A 


f 


Ae ERT ISS 
KC 
rr 
ot 


printers « lithographers 


A balanced organization with complete facilities 
formachine (linotype and monotype) and hand composition, 
letterpress and offset printing. Famous house organs, 
produced in English and foreign languages, are set, printed, and 
bound at R-T-K. Leading advertising agencies and advertisers 


come to R-T-K for distinguished ad composition. Award-winning 


direct mail pieces, as wel/ as a large volume of competitive commercial 


printing, are completely produced by this versatile organization. 


For distinctive typography and printing, call ANdover 3-0722. 
v 
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FOTOSETTER 
MACHINES 


and the most comprehensive array of type 
faces for photo composition available, are 
at your service at Warwick Typographers 
New and long-time customers of Warwick 
throughout the country are rapidly dis- 


covering the many advantages of Warwick 
Photo composition. 













This is the reason that in 3 years’ time 
Warwick has developed a photo composing 
division second to none to add to their 
already well-known typographic plant. 










Warwick Fotosetter prints are clean, 
sharp reproductions of type that will not 
smear or smudge in handling. 









Offset and gravure printing, type paste- 
up for letterpress platemaking, TV and 
projector slides are all produced better by 






this revolutionary new way to set type. 











Send for a free sample of Warwick Foto- 
setter composition and convince yourself. 


WARWICK TYPOGRAPHERS, INC. 


DEPT. F-26,920 WASHINGTON AVENUE, ST. LOUIS 1, MO. 


Overnight by air mail from most of the United States 


| 
| 
WARWICK SERVES CLIENTS IN 38 STATES, CANADA, MEXICO AND CUBA | 
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Old & New .. . The chart shows 
Linotype has simplified its fractions 


how 










Linotype Fractions 
Gain in Popularity 


Printers of technical catalogs and 
books are giving wide acceptance to 
the universal sans serif fractions de- 
veloped by the Mergenthaler Lino- 
type Co. (Brooklyn), according to 
Mr. Jackson Burke, linotype director 
of typographic development. 

Linotype’s universal fractions em- 
ploy only 28 characters and use di- 
agonal strokes uniformly. The meth- 
od is easy to grasp—a small superior 
figure placed before any single-nu- 
merator character converts it to the 
double-numerator value desired. All 
characters may be keyboarded and 
the sans serif face used is contempo- 
rary in style. 

The method in use before the de- 
velopment of universal fractions was 
generally considered unsatisfactory, 
according to Mr. Burke. Typesetting 
was cumbersome, with 63 different 
matrix characters needed for range 
14 to 63/64, while the oblique strokes 
for eighths, quarters and halves, and 
horizontal strokes for all other de- 
nominations resulted in lack of typo- 
graphical harmony. 44 







Times Wins First Award 

The winner of Britain’s first an- 
nual award for newspaper design is 
the London Times. The Times was 
the winning entry from among 203 
newspapers entered in the competi- 
tion. Printing World sponsored the 
event. 44 






for Direct Mail 
Advertising 


By Franklin C. Wertheim 


1. It’s the offer that counts... All the 
other things add or detract, the kind 
of stamps, the hard sell or under-sell 
copy, the letterhead, the reply en- 
velope, etc. Each has its influence, 
but when the chips are down, it’s the 
offer that counts. 

2. P. S. I love you ... After you’ve 
said and done everything in the let- 
ter that you set out to do, add a p. s. 
with a powerful clincher that will 
linger in the prospect’s mind. 

3. Toss in a little something extra 
.. . Like that proverbial 13th roll in 
the baker’s dozen, something extra 
after you have convinced them to 
order makes them send in the order 
blank with a smile. 

4. Make it easy for the customer... 
Be big hearted and enclose a postage 
paid return envelope. It is polite, and 
it surely ups the returns. 

5. The Law of the Golden Bird... 
Your best potential customers are 
the people who have already bought 
from you. Send them new offers at 
regular intervals. 

6. Don’t brag . . . Let the other man 
brag for you. Use testimonials, plenty 


An adman pro' 


j rf ; 
suits Trom direct 


of testimonials, stacks of testimonials. 
People can doubt one booster, but 
who can argue with a regiment? 

7. Airmail ... To people who do not 
get a large volume of mail, an air- 
mail letter can be impressive. But 
don’t use special delivery except un- 
der special circumstances. A special 
delivery getting to a man’s house in 
the middle of the night or on a Sun- 
day can well leave a bad taste when 
it's made for a commercial proposi- 
tion. 

8. Let those tired old words rest... 
Haven't met a man in a long time 
who was really astounded, amazed, 
or did it now! People are fed up with 
last chance! once in a lifetime! never 
again! offers. 

9. Typefaces ... How about trying a 
sparkling new typeface on an electric 
typewriter? 

10. Estimating ... When estimating 
the cost of a mailing, have another 
party go over the figures. Every so 
often a little item like the cost of the 
postage is overlooked, or maybe even 
the cost of affixing the stamps. 


DON’T OVERLOOK TIP 101 


DIRECT ADVERTISING 


TIPS 


O01-point checklist for getting the best 


111 and mail order advertising 


11. The Sniggllefritzz Law . ; 
Double gg, double ll, double zz. If 
you are not positive of the absolutely 
correct spelling of a prospect’s name, 
better leave it off. He won’t mind 
being called, “Dear Sir:”. 

12. Use the right list... An offer of 
burglar tools to bishops would most 
likely get as poor a response as travel 
folders sent to the occupant list at 
Alcatraz. 

13. A hand-written notation... You 
can lend that needed human touch 
with a hand-written notation in the 
margin of a stiff business letter. 

14. Get down to rock bottom, broad 
appeals . . . Most people like home 
baked cake, but darn few have an 
overpowering interest in recipes for 
fried snails. Remember, despite the 
interest in Jaguars more people end 
up buying Fords. 

15. Everybody loves a bargain 
Offer one. 

16. Fire your biggest gun first 

If your headline doesn’t get the pros- 
pect’s attention, the rest of your 
flowing prose is going to follow that 
lead right into the waste basket. 

17. The Vigorish Law .. . If an offer 
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is pulling even a small percentage of 
profit, keep it rolling. Hunt up new 
lists. Keep hitting the old lists from 
different angles. A small per cent in 
your favor can make you a lot in the 
long run. (Editors’ note—Vigorish in 
gambling house parlance is the cut 
the house takes on every roll of the 
dice, usually 5%.) 

18. The Over the Hill to the Poor 
House Law .. . If an offer isn’t pull- 
ing or a list doesn’t pan out, junk it, 
no matter how much work and labor 
you have in the deal or compilation. 
The first loss is the best loss. 


19. Ask for the order ... It’s great to 
be nice and chatty and friendly, but 
if you are trying to sell something, 
don’t get so wrapped up in details 
you forget to ask for the order. 


20. Watch your calories .. . If you 
sell by mail, a difference of one 
ounce to zone eight can cost as high 
as 26¢. Remember, diamonds are 
cheaper to ship than elephants and 
can easily cost the same. 
21. Fill-ins . . . Don’t spoil a per- 
sonal letter with a poorly matched 
fill-in. Rather, choose a different 
color type or even a good headline. 
22. Keep an eye on the other guy 
. . You may make the ruggedest 
rubber baby buggy bumpers of any 
house in the trade, but if your com- 
petitor offers his to the jobbers at 
$4.95 a dozen the week before your 
mailing at $5.95 a dozen, don’t hold 
your breath waiting for the orders. 
23. Make that offer clear .. . Sure, 
you wrote that copy so that any man 
of normal intelligence could under- 
stand it, but how about the slightly 
sub-normals or even a very busy 
executive? 
24. Colored ribbons Colored 
typewriter ribbon on colored paper 
gives an unusual effect. 
25. Don’t be a chowder head .. . 
Listen to the old timers. There are 
a thousand men of great experience 
eager to impart knowledge to you. 
You don’t have to believe everything 
you hear, but a half hour spent with 
a printer, space salesman, envelope 
seller, lettershop proprietor, etc. can 
be well worth the time and it costs 
you nothing. 


26. Know your postal laws and reg- 
ulations . . . Follow them to the let- 
ter. Your local p.o. may let a mailing 
slide by, but some n’th grade clerk 
in Pastafazzoola, Pennsyltucky, will 
pick it up and a big dated mailing can 
hang fire waiting for a Washington 
ruling. 

27. Get to know the men at your lo- 
cal post office ... They can save you 
a lot of grief and give you plenty of 
good advice. 


28. The Crayon Law .. . Every in- 
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quiry rates a full and complete an- 
swer, even the famous, “I would 
write this letter in pen and ink, but 
they only allow us to have crayons 
in here.” Who knows? It might just 
possibly be from a big purchasing 
agent on a rest cure. 

29. One picture still is worth a thou- 
sand words ... Don’t spare the il- 
lustrations. 


30. For guaranteed returns use a 
strong guarantee ... The stronger the 
guarantee, the stronger the returns. 
31. Use commemorative postage 
stamps whenever possible .. . It’s 
only a small detail, but it is surpris- 
ing how many people collect them 
for themselves or friends or charities. 
32. You'll never get rich digging the 
other guy’s ditch .. . Be the primary 
producer or have control over the 
products you sell. Don’t be the lad 
who buys from the jobber, who buys 
from the agent, who gets the stuff 
from the importer who places his 
orders with the manufacturer. If 
anybody makes a buck in this daisy 
chain, it sure as shooting isn’t going 
to be the joker at the end of the line. 
33. Test, test, test ... And when you 
are finished testing—retest! 


34. Don’t grind the faces of the poor 
suppliers . . Sure, you must watch 
your costs like a hawk, but there is 
a big difference between getting a 
good, fair price and, as the Chinese 
put it, “breaking the other man’s rice 
bowl.” Some day you might want a 
favor in a hurry and it might just 
be needed from a guy you treated 
right—or rough. 

35. Be yourself . . . High falootin’ 
copy and graces sends your offer to 
that lowest of places—the waste pa- 
per basket. 

36. Rome wasn’t built in one mailing 
... So don’t expect any one offering 
to do the job of a steady build-up 
campaign. If you are on the right 


track, stick to your trottle, full-speed 
ahead. 





“You weren't satisfied with just the ad 
. . . had to have that crazy coupon!” 





37. Dead beats .. . If you do hita 
real dead beat and he owes you $5 
and its costs you $10 to sue him, sue 
him! Make life hard for him and 
sooner or later life becomes easier 
for all mailers. 


38. Keeping the paragraphs short 
and punchy ... Will keep the orders 
many and bunchy. 

39. Don’t sell buggy whips ... Even 
if your direct mail is prize-winning 
in format, it still has to offer some- 
thing people go for. Sell something 
with a future—not a past. 

40. Fancy jobs . . . For short, fancy 
runs where you have the time to 
shop around, you can get some pretty 
good quotes from off-shore firms. 
European printers are used to han- 
dling small runs in fancy formats. 


41. The way to a man’s pocketbook 
is through his kids . .. Any offer that 
is for the kiddies will get a complete 
and sympathetic reading from par- 
ents. 


42. Put your customers to work . . 
offer them premiums for securing 
new accounts. 


43. Mail on Monday .. . Have your 
stuff arrive toward the end of the 
week instead of on a Monday. Check 
your own mail for volume of in- 
comings. Tuesday usually has the 
lowest stack of incoming, but it’s 
hard to schedule mail to hit on a 
Tuesday. 


44. The only person appearing in 
your direct mail should be the man 
to whom it is directed ... Keep your 
own problems out of your direct 
mail. Nobody is worried about you, 
except maybe your creditors. 

45. Try addressing a piece of mail 
by crayon or fountain brush . . . See 
if it doesn’t get a high readership. 
46. Labels . . . Okay, so your letters 
are neat and clean and your copy 
clear and sparkling. How about that 
tired old label on your outgoing 
packages? That’s a part of your di- 
rect mail appearance also. 

47. Name vs. title .. . A letter ad- 
dressed to a title will often reach 
more of the men you want than a 
letter addressed to an old list by 
individuals’ names. Men die, move, 
quit, resign, get fired and change 
duties, but the title goes on and on. 
48. The Gosh By Heck Law ... It’s 
better to have your mail order litera- 
ture a little on the plain spoken, 
homespun, maybe even dowdy side, 
using square shooting copy, than on 
the ultra high gloss, sharp worded, 
high pressure, slick side. 

49. Renting lists .. . If you have a 
good list of customers, rent it out 
through a reliable list broker on a 
one time use basis. Exercise never 
hurt a good list. In fact, it makes 
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Here’s a winning paper combination — a fine 
enameled printing surface in colors styled to meet 


the demands of today and tomorrow. 


Counseled by American Color Trends, Incorporated, 
of New York, we are ready now with Woodbine 
Colored Enamel in tones as new and bright 


as Fashion’s next dictate. 


Upgrade your printed pieces with the 

added effectiveness of Woodbine Colored Enamel 
in exclusively pre-tested colors; — exploit to 

your immediate and distinctive advantage the 


tints and shades synonymous with timeliness. 


What’s more, Woodbine’s established supremacy 


for both offset and letterpress, its well-mannered 
press performance, easy folding and die- 
cutting, mean faster production and 


better final impressions. 


There is something new. This is it, And it’s 

all yours in the 13 Woodbine colors recommended 
by American Color Trends. All are available 

in Woodbine Colored Enamel, Woodbine 
Duplex Enamel and Woodbine Duplex Bristol. 


Hj} - i] : 
Samples will be gladly sent upon request 
i » i i 


\ 
the \| APPLETON COATED PAPER COMPANY 


1200 NORTH MEADE STREET e APPLETON, WISCONSIN 
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people more mail order conscious. 
The extra income is pure gravy. 

50. Go easy . . . While giving your 
list of names plenty of exercise, 
don’t work it to death. Once every 
week or two is healthy. 

51. Mail in off season .. . The pull is 
sometimes surprising. Besides, one 
man’s off season is onother man’s 
busy season. 

52. The “What Never” Law ... The 
customer is never wrong. You should 
give 100% absolute satisfaction guar- 
anteed or money returned without 
question or quibble. To paraphrase 
Gilbert and Sullivan, “The customer 
is never wrong. What, never? Well, 
hardly ever!” 

53. Gadget letters are great atten- 
tion getters . . 


gadget overshadow the offer. 
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Win this radio 


for your best idea 


OKAY ... so you've got better ideas than the tips for direct 
mail offered by author Wertheim. Here's your chance to prove 
it. AR will present some lucky reader with a General Electric 
“Wake-Up” Clock-Radio for the best tip to be added to the list 
featured in the accompanying article. You can send in one tip 
or 1,000 . . . we'll toss them all at a panel of experts and let 
them choose the one they think is the best of the lot. 

It doesn't have to be a new idea . . . what's old to you may 
be newer than tomorrow to other AR readers. The important 
thing is to get your suggestions in the mail right away. Just 
address them to: The Editor, Advertising Requirements, 200 
East Illinois St., Chicago 11, Ill. 


Far be it from us to get complicated . . . the rules are simple: 
1. All tips must arrive at AR by March 1, 1955. 
2. In case the winning tip is submitted by more than one 
reader, the one with the earliest postmark gets the radio. 
3. All tips will be considered for publication in a special article 


to appear in the May AR. No payment other than the radio for 
the winner will be made. 


4. The winner will be announced in the May AR. 





a better job if not rushed. 


turn envelopes, has not arrived. 


. But don’t let the as long as he is wide awake. 


54. Give everybody time ... The 
photographer, printer, lettershop, 
copy writer, everybody will turn in 


55. Schedule your jobs on a master 
time plan . . . Then make sure each 
element meets its deadline. There is 
nothing more discouraging than to 
have a mailing almost ready to go 
and to then find that somebody 
goofed and one element, like the re- 


56. Try mailing from abroad ... 
That foreign stamp and postmark 
have a flavor that is hard to ignore. 
57. Don't be a pin stick of misery to 
your suppliers ... Everyone likes to 
give a nice guy a break, but the 
rough rider stays in the saddle only 


58. Get occasional competitive bids 





on your work even if your suppliers 
are reliable . . . Everyone tends to 
stay a little more on the ball if he 
knows that competition is lurking 
quietly around the corner. 

59. Subscribe ... Take every maga- 
zine and buy every book on the sub- 
ject of direct mail and mail order. 
Some of them are pretty miserable, 
but one single good idea gleaned 
from the whole lot will more than 
pay for all of them with the profits 
or savings from just one mailing. 


60. The bigger they come the harder 
they fall .. . Don’t copy the big boys’ 
stuff. Just because they are big they 
may not be successful. Use your own 
ideas. 


61. Keep an idea file to help stimu- 
late your thinking ... When anything 
interesting comes in, just toss it in 
the file for future reference. Then 
when that black day comes and the 
old brain hits a blank wall, just 
thumb through the file and prime the 
idea pump. 

62. Code every section of an offer- 
ing . . . Don’t make the mistake of 
judging the pull from the over-all 
picture. One heroic list may be 
carrying the ball for a lot of dodoes. 
63. Don’t insult the reader’s intelli- 
gence with a lot of fanciful claims... 
Remember the old military maxim of 
giving the fellow on the other side 
credit for knowing as much as you 
do—maybe more. 

64. Keep your prices in round dol- 
lars for low price items ... A lot of 
people will shove a loose buck or a 
five spot in your return envelope 
who wouldn’t hunt up a check book. 
The increased orders will more than 
make up for the few chiselers or ac- 
tual lost orders where people say 
they sent cash but never received 
the goods. Uncle Sam’s mails are re- 
markably safe. 

65. Offer to split the loss ... An of- 
fer to split the loss doesn't cost you 
much when a man claims his cash 
sent to you was never acknowledged. 
It keeps the customers happy and 
keeps the few chiselers off balance. 
A note sent to the local p.o. will alert 
them to check on professional claim- 
ers. 

66. Get product insurance .. . If you 
are selling anything that is not ab- 
solutely fool proof, product insur- 
ance is a good bet. If it’s not obtain- 
able, don’t touch the item! 

67. Contract out as much work as 
possible .. . Sure, you can probably 
save a dime or even a fat thousand 
dollars by doing addressing, folding, 
sealing, mailing, etc. from your own 
premises. However, then you are no 
longer in the mail order business but 
have gone into the lettershop busi- 
ness. Also, a pro in any field can al- 
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most always do things faster, cheaper 
and better than an amateur. 


68. In picking a trade name get one 
that starts with the letter “A”... 
This puts you near the top in trade 
directories. Also, some _ business 
houses pay their bills in alphabetical 
order. 


69. In writing copy hit them hard 
with that headline .. . It’s half the 
battle. If your head is dead, you 
might just as well skip writing the 
rest of the letter. 

70. Locating an address for return 
mail ... It’s a good idea to pick a 
p.o. where they will deliver mail to 
you even if misaddressed. Little p.o.’s 
almost always will, big p.o.’s just 
won't take the trouble. Also, a small- 
er p.o. will let you skip using a box 
number. It looks bad and cuts down 
the returns. 


71. If at all possible, show the prod- 
uct in use... People have lazy imag- 
inations. 

72. Order blanks . . . If you use an 
order blank built into a letter, you 
can save a piece of printing, but make 
sure you have a dotted line. A sketch 
of a pair of scissors clipping it will 
give the reader the impetus to action. 
73. Time payments . . A big ticket 
item can be more easily merchan- 
dised by allowing for time payments. 
Of course, what would be a big one 
time payment to Jared Abbeon is 
only petty cash to U. S. Steel, so first 
check your mailing list as to income 
groupings. 

74. FREE... Folks, including some in 
Washington, are getting mighty skep- 
tical of FREE offers that turn out to 
have hooks in them or conditions at- 
tached. So, if you use a FREE offer 
make sure it’s “no strings attached.” 
75. Stock Art... Stock cuts, stock 
photography and stock art are inex- 
pensive and can do a mighty good job 
on a small budget. Use plenty of 
these services. 


76. Fill-ins . 


.. In using Hooven and 


other mechanically typed letters, in- 
sert a stop in the body copy in a 


“Been rushing the airbrush man again?” 












logical place for once again inserting 
the recipient's name. At the addi- 
tional cost of a penny or two, this 
eliminates doubt as to the individu- 
alness of the offer. 


77. The busier the man, the shorter 
the letter ... An opportunity seeker 
may have all day to consider your 
offer. The president of the bank may 
steal 15 minutes to consider 20 prop- 
ositions. 


78. Make sure your phone number is 
on your letterhead ... There are 
people who will phone a thousand 
miles rather than hunt up a stamp. 


79. Try your next test on a four- 
way split Try the new offer 
against the old and each offer against 
itself with no change except in the 
coding. You may get some results 
that will cause you to throw away 
that book on statistical analysis— 
and drive in the future by the seat 
of your pants. 

80. Give a full description of your 
product or services .. . Make it brief, 
but get in all the pertinent data. Just 
because you know all the details, 
don’t assume that your prospect has 
a crystal ball in his desk drawer. 
81. Mail order propositions .. . Ifa 
man comes to you with a sure fire 
proposition in mail order, ask the 
simple question to yourself, “What 
does he need me for, why doesn’t 
he swing the deal himself?” 

82. Don’t cry wolf ...A legitimate 
warning of a price increase will often 
pay off in a quick rise in sales, but 
don’t get the reputation of crying 
wolf when there is no “wolf” in sight. 
83. Benefits ... Make sure that you 
have promised benefits and that these 
benefits are easily obtainable by your 
prospect and are inherent in your 
offer. Don’t let him think, “This is 
nice but of no use to me.” 


84. Handwritten address ...A 
handwritten address to a home will 
often gain attention over a typed ad- 
dress, particularly if personal type 
stationery is used with it. 

85. In picking lists make sure you 
get fresh, live ones... A lettershop 
recently saved a client a considerable 
sum by noticing that the list they 
were given to address from was 
marked, “List of Corporations in This 
State,” and in small letters, “who 
have filed for dissolution during the 
past year.” 

86. Paper stock ... An unusual pa- 
per stock or a colored stock can often 
add much interest to your mail. Try 
one of the antiques or woven papers 
for a change. 

87. Your type might stand a job of 
face lifting . . . Get hold of a good 
book of new typefaces. Your printer 
can be of great help, but watch out 
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to ship — mark — sell or 


package any product 


Send for samples 


allen hollander company, inc. 
385 GERARD AVE. NEW YORK 51 


DEPT. AR-2 
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Pee 


she handles all the details 


Let Marie handle your complete mailings 
— including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 


Direct mail has been our business for 25 
years. We pick up your rush copy, give 
quick service, do accurate work and 
guarantee prompt delivery. 


431 S. Dearborn St. °¢ Chicago 5, Illinois 
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SEND YOUR CATALOG 


AND 1°* CLASS LETTER 
TOGETHER IN 
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@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices .. . No obligation! 


wUZs 


ONVELOPE CORPORATION 





3026 FRANKLIN BLVD., CHICAGO 12, ILL. 
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Typographer Acclaims AR 


“AR now our sole advertising me- 


dium ... had great response from 


every ad .. . thank you for excel- 


”» 


lent sales job . . .” writes Gordon 


L. Monsen, Monsen-Chicago, Inc. 


AR Spells Advertising Results 
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Ten Hook-On Trays speed up 
printing, mimeographing, sort- 
ing, inserting . . . keep things 
moving in the mail room. 
Write for folder. 


Markol Metal Products, Inc. 
Rochester 14, New York 
. for more details circle 824, page 105 
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that he doesn’t steer you back to that 
old, tired font that’s been in the shop 
for 99 years. 
88. The real thing .. . A swatch of 
material or a piece of the plastic or 
metal from which your product is 
made can give the customer the 
“feel” of your offer so he can judge 
for himself that it is worthy. 
89. Boxholder mailings . . . Unless 
they are used for a local deal or a 
product of universal appeal, box- 
holder mailings are a waste of post- 
age, printing and time. 
90. Names. . If you can’t tell from 
the name if the party to whom you 
are mailing is a man, woman or 
child, use the title “Mr.” A lady ad- 
dressed as “Mr.” will not be half as 
sore as an amateur wrestler who gets 
his mail titled, “Miss Jean Smith.” 
91. Services ... In using the serv- 
ices of experts, consultants, advisors 
and advertising agencies in the di- 
rect mail field, ask the old fight 
manager’s question, “Whom did he 
ever lick?” To paraphrase Goethe, 
“There is nothing more expensive 
than ignorance in action.” 
92. Be the bearer of glad tidings . . . 
Tell good news. Everybody likes a 
happy ending. In addition to testi- 
monials, short and heart-warming 
stories will produce results. 
93. Keep following up your inquir- 
ies ... An inquiry is never dead un- 
til the sender expires. At least on 
mass mailings, a good inquirer list 
will always out pull a cold list. Some 
of them will come to life with each 
sending. 
94. Carbon copies ... A carbon copy 
of your original letter with a note at- 
tached saying that an answer has not 
as yet been received will oft times 
stir up action. 
95. Checking readership...In check- 
ing the readership of direct mail that 
does not call for immediate response, 
such as a house organ, try burying 
the attractive offer of a free gift 
somewhere deep down in the copy. 
A nice calendar or one of the com- 
pany’s mechanical pencils, or maybe 
a tour of the plant or a sample of a 
product will do the trick. 
96. Collection letters . . . In writing 
collection letters it doesn’t hurt to 
show a peek at the iron fist repos- 
ing inside the velvet glove. Do this 
in a nice way at first—later on show 
the fist. 
97. Inspirational letters to salesmen 
. Remember salesmen are psychol- 
ogists themselves. However, the old 
zoo trick of keeping the carrot on 
a stick held a few inches in front 
of the turtle’s nose will often keep 
the animal lumbering along. Make 
your mail concrete with facts and 
examples. Otherwise, the wise sales- 









man will dismiss it as “just another 
dose of the same old pap.” 


98. Envelopes . . . Brown official- 
type envelopes in March and die-cut 
front bill envelopes around the first 
of any month get extra readership. 
99. Trial mailings . . . In sending out 
an expensive mailing it is a good idea 
to first send out an inexpensive piece 
under 3547 PL&R to clear the lists of 
dead wood. 


100. Do unto others as you would 
have others do unto you ... The 
Golden Rule is as true in direct mail 
and mail order as in every other 
sphere of human activity. 


101. A prize for you! ... AR will 
present a General Electric Clock- 
Radio to the reader who sends in the 
best direct mail tip to add to this list. 
For details see the box on page 42. 
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Miniature Photos Used 
To Pep Up Mail Pieces 


Promotional Ad Stamps, produced 
by Marvic Advertising (Brooklyn), 
are original photographs designed to 
be pasted on sales letters and other 
sales and advertising literature. 

Marvic supplies the Ad Stamps in 
perforated sheets with gummed 
backs like sheets of postage stamps. 
Four different sizes are available— 
34x1”, 1x14”, 142x2” and 2x23%”. The 
stamps may be product photographs 
or personal photographs, and may be 
ordered by sending Marvic a glossy 
photograph of the person or 
wanted. 

Prices range from 90¢, 80¢ and 70¢ 
per 100 in quantities of 1,000 to 10,- 
000 for the smallest size, to $3.40, 
$3.10 and $2.60 per 100 for quantities 
of the largest size. 

Complete details are available. 


For your copy circle No. 707 on the 
Reader's Service Card inside back cover 


Mass Mailing Methods 
Outlined in Brochure 


Techniques in mass mailings are 
covered in a new brochure published 
by Inserting & Mailing Machine Co. 
(Phillipsburg, N. J.). “Wider Hori- 
zons with Mechanized Mailing” doc- 
uments some of the many changes in 
mailing techniques which have taken 
place over the past few years as the 
result of new machines. 

Several of Inserting & Mailing Ma- 
chine Co. machines, including one 
capable of gathering multiple en- 
closures and automatically inserting 
them in envelopes, are described and 
illustrated in the brochure. In ad- 
dition, new selling methods and new 
ways of servicing customers are also 
outlined in the brochure. 


For your copy circle No. 708 on the 
Reader's Service Card inside back cover 
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So...YOU want to start 
a Sales Contest! 


It takes plenty of planning to stage a good sales incentive contest. Here are some 
of the most important factors to consider before undertaking such a project. 


By George Biderman 


So you want to run a sales con- 
test? 

Well, this year you will certainly 
not be alone in that. During 1955 per- 
haps $500,000,000 will be spent on 
contests designed to get a little ex- 
tra steam out of salesmen, dealers 
and jobbers. 

No one knows how much of that 
money will be well spent, or how 
much will be poured down the drain. 
Interviews with nine specialists in 
incentive merchandising brought 
“on-the-record” agreement that a 
contest will help to reach almost any 
reasonable sales goal .. . and unani- 
mous “off-the-record” certainty that 
the boom in the use of contests has 


taken some of the bloom off the rose. 

This boom means that your con- 
test must be just that much more 
carefully planned and skillfully pro- 
moted in order to meet today’s com- 
petition. 


> The first step in running a sales 
incentive contest, experts agree, is to 
find out whether you really want 
and need a contest at all. 

After all, the life of most contests 
is from 30 to 90 days. It takes at 
least 30 days to build momentum, 
but after 90 days it usually becomes 
old hat. The contest, therefore, is 
generally most effective when used 
as one “shot-in-the-arm” in a long- 
range program. 

A careful analysis of your market- 


ing and sales problems precedes the 
decision to use a contest instead of, 
or in addition to, a continuing year- 
round premium plan, or a change in 
price structure, or a point of sale 
merchandising program, or any one 
of the hundreds of other tools avail- 
able. 


>Once a contest is decided upon 
there are a number of other decisions 
to make: 

e To run the contest yourself or to 
use an outside sales incentive firm or 
consultant. 

e To use cash prizes, travel or othe: 
services, or merchandise. 

e To have a few prizes or many. 

e To run one national contest or a 
number of regional promotions. 
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e Timing. 
e Budget. 
e Eligibility. 

Despite the volumes written on the 
subject and accumulated years of 
know-how on the part of experts in 
the field, there are no pat answers 
to any of these questions. “Nothing 
succeeds like success,” says one ad- 
age, and “one man’s meat is another 
man’s poison,” says a second. Both 
are true in the contest field. 

What works beautifully in one sit- 
uation is a horrible “dog” in another. 
Sales incentive firms specializing in 
merchandise catalogs for sales con- 
tests can cite thousands of success 
stories. So can airlines and hotels for 
travel awards. So can furriers, ap- 
pliance manufacturers, luggage and 
leather goods makers and the hun- 
dreds of other suppliers of premium 
merchandise. Each can prove that his 
product and service is far and away 
the best answer to your problems. 

The confusing thing to the sales or 
advertising manager who must make 
the decision is that each is right... 
some of the time. 


> To clarify some of the factors, Ad- 
vertising Requirements consulted 
nine leaders in the field of sales in- 
centive merchandising, each with 
his own specialty, for frank pro and 
con comments. This article is a gen- 
eralized consensus of those com- 
ments, accompanied by a fairly de- 
tailed case history of one current 
“average” promotion to illuminate 
some of the specific problems. 


Budget 


“How much will it cost?” is usually 
the first question management asks 
about a contest. And the answer is 
usually “That depends... .” 

A contest salesman will often tell 
you that a contest is “self-liquidat- 
ing.” He means that a well-run and 
well-planned contest will result in 
the prizes being paid for in in- 
creased sales. But, as in every other 
cost calculation, there is a “break- 
even point” below which the contest 
is no longer self-liquidating. The ini- 
tial investment in the promotion and 
the costs of carrying it out determine 
that break-even point. 

Anywhere from 1% to 5% of sales 
is customarily allotted to the cost of 
a contest. Again, a careful analysis 
of your own situation can tell you 
whether your first guess was too 
large or too small. The budget must 
be large enough to allow for exciting, 
worth while prizes. If the prizes are 
picayune, try something else instead 
of a contest. On the other hand, the 
break-even point should be set with 
a high degree of skeptical realism. 
Too much promotion can be as costly 
as too little. 
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New Models . . 


. This pretty miss was 
recruited by Winthrop Atkins Co. (Mid- 
dleboro, Mass.) to help introduce its new 
line of Nu-Leth-r desk calendars. The 23 
1956 calendars, in a variety of styles, will 
be distributed through advertising spe- 
cialty jobbers. 


Only after a realistic budget has 
been set in terms of your own situa- 
tion are you ready to face up to some 
of the other decisions. 


Outside Experts 


Suppliers of contest merchandise 
and services usually know much, 
much more about running a contest 
than you do. This is no reflection on 
your skill or ability. It is simply that 
the better suppliers have lived with 
hundreds of these promotions for 
every one of yours, and there is that 
much more experience behind their 
judgment. 

On the other hand, you know vastly 
more about your company, its prod- 
uct, its salesmen and dealers and job- 
bers than they do. Furthermore, even 
the best of them have a tendency to 
fall into a rut and recommend the 
same kind of approach to all comers. 
Only you can translate their back- 
ground in terms of your needs. 

In a special category are the mer- 
chandising and promotion counsels 
who sell only their know-how rather 
than contest merchandise or services. 
Some of them have proven records 
of performance in a variety of fields. 
They can relieve you and your com- 
pany of the headaches of thousands 
of details as well as the even more 
arduous labor of creative thinking. 


>There seems to be general agree- 
ment that you can run a fairly good 
contest yourself if there is only one 
or a few prizes, but if there are many 
prizes you are far better off with 
skilled assistance. In the case of 
travel awards many of the sales in- 
centive firms and counsels are recog- 
nized travel agents, which means 








they get an agent’s commission on 
your expenditure and you get their 
expert advice. Many premium brok- 
ers are rich in contest know-how and 
experience in the effective promo- 
tion of the lines of merchandise they 
represent. 

In general, then, do it yourself 
only when there is no way you can 
avail yourself of outside counsel. 
But always retain the principle that 
yours is a very special problem to 
which the general answers may not 
always apply. 


Prizes 


Cash ... or merchandise .. . or 
travel? Everybody wins something 

.. or a few big winners? 

What to offer and how is the cen- 
tral problem in setting up any con- 
test. The first step is to analyze 
the people to whom the contest is 
directed. What will appeal to most 
of them? What will get families as 
well as the contestants excited about 
the contest? What can be dramatized 
and promoted most effectively and 
most economically? 

Here are a few generalized pro and 
con comments: 


e Cash prizes are the simplest to 
handle. In some respects, too, they 
are the most appealing because the 
recipient can always buy his own 
prize. Cash prizes are also useful in 
getting promotional copy read and 
to dramatize the selling points of the 
product. Thus Thor Corp. (Chicago) 
offered $1,000 in cash prizes to deal- 
ers for a name for its new automatic 
washer. Regardless of the number 
of entries, the extra excitement en- 
gendered by the contest helps Thor 
in its dealer indoctrination. 

But cash prizes to salesmen are 
generally frowned upon by experts. 
The public relations aspects, in par- 
ticular, are ticklish. The ugly specter 
of the commission structure or sal- 
aries is always present. With dealers, 
the same problem is present when 
cash is offered as a prize. The old 
hands in the contest business point 
out, too, that while it is now stand- 
ard procedure to try to involve wives 
and families in the contest, when 
cash prizes are won the recipient 
often pockets the cash without tell- 
ing the “Missus” about it. This means 
that valuable, if intangible, good will 
is lost to the company. 


e Travel awards are also easy to 
handle and have much more glamor. 
They are especially useful when it 
is possible to have a fairly large 
group of winners travel together, 
accompanied by company represen- 
tatives. The winning trip, if properly 
handled, can be turned into an in- 
formal sales meeting with many aux- 
iliary benefits. Fedders-Quigan 





Let kids combat consumer inertia for you! 


Kids have a way of overcoming adult inertia—of getting their parents 
to buy a product, attend a sale or visit a dealer-demonstration as no 
one else can. For 20 years, Sam Gold has been helping American 
advertisers cash in on this selling ability of youngsters with original, 
tailor-made child-appeal premiums. If you want more sales—more 
prospects—more goodwill—why not see what he might come up with 


for you? 


PLAY TV STUDIO 


This amazing creation 
complete with actors, scen- 
ery, stage and scripts for 
four different TV shows 
plus a wonderful ‘magic 
wand" brought millions of 
prospects into dealers’ 
stores to see the new 
Admiral appliances. 


MOVIE FLIP BOOKS 


Created as a series of 
package enclosures, these 
colorful little flip books 
featured outstanding Hol- 
lywood cartoon characters 
and created sales than ran 
into the millions of pack- 
ages for a well known 
breakfast food. 


MOVIE MACHINE 


An ingenious cardboard 
creation which when the 
crank was turned actually 
produced moving pictures 
of a Hollywood comedy 
team. Offered free with 
two packages, it shot sales 


of a hot cereal to new 
highs. 


3-D PICTURES 


Designed as package en- 
closures, these 3-D pic- 
tures of Roy Rogers incor- 
porated a new construc- 
tion principle whereby 
viewer and four pictures 
were produced in one in- 
tergral unit thus greatly 
reducing packaging costs. 


@ NOW— if you'd like to see some real, exciting sales 
action—call in Sam Gold and let him show you how 
easily, how effectively, how economically you can 
do it with a child-appeal premium promotion. Just 
write, wire or ‘phone him—today! 


. for more details circle 842, page 105 


COMIC BOOKS 


Fun and game books done 
in comic book technique 
have universal appeal for 
kids. Can be designed to 
fit any product or package 
as a sales stimulator, traf- 
fic builder, self-liquidator 
or give-away. 


CIRCUS ACTION TOYS 


These clever circus action 
toys established new sales 
records for the frankfurt- 
ers with which they were 
packed. Enclosed in a her- 
metically sealed envelope 
they were fully protected 
against warping or dis- 
coloration. 


CIRCUS PARADE 


A successful self-liquida- 
tor. Performers on the 
floats were life-like models 
of Canada Dry’s Super 
Circus TV characters and 
simulated their circus acts 
as the floats were pulled 
along the floor. 


MARSHMALLOW 
DRESS UPS 


Here’s a premium that 
stimulated sales by utiliz- 
ing the product to make 
clever place cards and fa- 
vors for childrens’ parties. 
Mothers as well as young- 
sters really go for this type 
of package enclosure. 


SAM GOLD & ASSOCIATES 


CHICAGO 10, ILLINOIS 


21 WEST ILLINOIS ST. 


MOHAWK 4-6102 


February 
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Sales Incentive Follow-Through 





Planned Post-Contest Publicity Program 


By Kenneth Edwards 
Assistant Advertising Manager 

Culligan Inc. 
Northbrook, III. 


Advance planning helped Culligan 
Inc. and our dealers get bonus bene- 
fits from a sales incentive program 
recently completed. 

Culligan Soft Water service deal- 
ers were offered 12 all-expense trips 
for two to Mexico as a reward for 
winning a sales drive in their re- 
gions. We conducted the program in 
established and effective ways, and 
the direct result—a 10% sales in- 
crease—justified the time and ex- 
pense. Our advertising agency, Alex 
T. Franz Inc. (Chicago), arranged 
all of the details. 

The bonus Culligan dealers got 
and we got, too, was in public rela- 
tions and publicity programs on na- 
tional and local levels. Aided by our 
public relations counsel, Harshe- 
Rotman Inc. (Chicago), we helped 
the winners tell, once again, the Cul- 
ligan story in some of our key mar- 
ket areas. 








> Just as soon as the winners were 
officially notified of their success, 
each received a comprehensive pub- 
lic relations kit designed to help 
harvest local publicity. It also sug- 
gested various techniques which the 
dealer could use to apply some other 
public relations principles to great 
advantage. 

Included in the kit was a fill-in 
newspaper release for the dealer to 
use to announce his accomplishment. 
The release described what the deal- 
er did to win the trip, described his 
prize and reported on the importance 
of soft water service in his com- 
munity. Each release outlined the 
dealer’s history in the community. 

The release quoted Harold F. Wer- 
hane, our president, on the signifi- 
cance to our international business, 
and on the contribution of the in- 
dividual dealer. 

From this beginning, other pub- 
licity tools were used to assure a 
full measure of recognition for our 
dealers. 


> When they met at Chicago’s Mid- 
way airport for the southward flight, 
the winners were photographed with 
Mr. Werhane as they boarded the 
plane. These pictures were sent from 
Chicago to daily and weekly news- 
papers in each dealer’s territory. 
Advising dealers to take maximum 
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Provides Bonus Benefit for Manufacturer 








advantage of their opportunity, the 
public relations kit suggested many 
activities after his trip to Mexico. A 
plan for a business open house with 
a Mexican motif, suggested appear- 
ances at schools, churches and civic 
clubs, and a newspaper release for 
use after the trip were included. 


Arrangements even included pro- 
viding color motion pictures on Mex- 
ico through regional offices of Amer- 
ican Air Lines for the dealer’s use in 
his home town. 


> Our dealers report that the project 
was ideal for building good public 
relations locally. The publicity stim- 
ulated community interest which en- 
couraged pride on the part of cus- 
tomers. 


The attention of non-users was 
directed to the dealer and his brand 
name by the publicity. Since we 
know that people like to deal with 
recognized and obviously success- 
ful firms, we think this type of pub- 
licity important. 






>This dealer level publicity has a 
favorable effect on our company 
public relations, too. We manufac- 
ture supplies and equipment for all 
types of home water conditioning and 
distribute through 1,100 franchised 
dealers. Each dealer is an independ- 
ent, locally-owned business. 


The majority of our dealers are in 
small towns. Since they own their 
businesses, they are substantial men 
in their communities. Our task is 
two-fold: 


1. To help educate consumers on the 
advantages of Culligan Soft Water 
service. 


2. To help the dealers get full recog- 
nition in their communities. 


Thus, our public relations activity 
with winning dealers brought direct 
benefits to the company. Dealers 
were imbued with a new pride in the 
organization, their recognition in the 
community reflected favorably on 
Culligan, and other dealers were in- 
spired by the recognition the win- 
ning dealers earned. 


Finally, we benefited because the 
winning dealers—certainly a key 
group—had new evidence of the sup- 
port which they can getfrom us. 44 








Corp., for example, recently took a 
large group of dealers on an Eastern 
Airlines junket to Miami with this 
double benefit as a result. American 
Type Founders did the same with 
an excursion to the Caribe Hilton in 
Puerto Rico. 

But there are drawbacks to travel 
awards, too, notable among these be- 
ing the scheduling of vacation time. 
If salesmen are involved, it means 
giving the winners a double vacation. 
With dealers and jobbers, it means 
scheduling the trip at the most con- 
venient time for them. And a really 
glamorous trip costs a good deal 
more than merchandise with per- 
haps as much appeal. 


e Merchandise awards are, next to 
cash, the most flexible. These can 
range from a single whopper of a 
prize to a point system where al- 
most everybody wins. 

The “almost everybody wins” ap- 
proach has a public relations value 
that can never be underestimated. 
Wherever you have even one con- 
testant who tried (that “tried” is an 
important qualification) and lost, 
you have piled up a negative with 
that contestant which, no matter how 
slight, is not going to help you. 

The most common approach to 
the “everybody wins” contest is to 
use the services of a sales incentive 
house which publishes a catalog of 
prizes with point values instead of 
cash listings. Most of these firms— 
the largest of which are Belnap & 
Thompson; Cappel, McDonald, Ross 
Coles & Co., and Maritz Sales Build- 
ers—also have “stock campaigns” 
with promotional material and coun- 
sel furnished. These firms also 
handle the burdensome details of 
stocking and shipping prizes. 

Single prizes or groups of prizes 
are simpler to handle and often less 
costly. However, it is important to 
select merchandise with wide appeal 
and dramatic promotional value. 
This is not an easy job, especially 
when so often the home office brains 
get excited by something which 
leaves everybody in the field cold. 
Proctor Electric Co. (Philadelphia) 
found such an item in a marmot fur 
stole made to resemble mink, by 
Samuel Fishman & Son. Fortunately, 
the field force, stimulated by letters 
to the salesmen’s wives, went all out 
during the six-week promotion, even 
though their quotas were five times 
greater during the contest. 

The element of novelty combined 
with an almost universal appeal— 
every woman’s desire for a fur piece 
—worked well for Proctor. But the 
experts urge that wherever possible 
merchandise prizes be tested first on 
a sampling of the group before an 
all-out promotion is launched. 





Spot Campaigns or National? 


Your own marketing objectives 
will determine whether your contest 
will be on a market-by-market basis 
or go all-out across the board. 

Wherever possible, the experts 
say, go easy. Especially if this is 
your first contest, you will want to 
feel your way along at the beginning 
and iron out the bugs which are 
peculiar to your product and your 
distribution, even in a tested and 
proven contest promotion. 

The difficulty with going easy is 
that it takes some of the dramatic 
“oomph” out of many contests. So 
there is always the problem of 
weighing risks in each specific de- 
cision. 

The contest as a sales promotion 
tool, though, is flexible enough to 
allow for almost any combination of 
local, regional and national promo- 
tions. 

Timing 

It’s true of every kind of promo- 
tion, but especially so of contests— 
proper timing is all-important. 

Your idea of proper timing, 
though, may not necessarily be the 
one that works. For example, some 
companies whose products are sub- 
ject to seasonal peaks have been able 
to use off-season contests to keep 
production on a more even level and 
to load dealers so that they have an 
edge on the competition during the 
seasonal peak. Others who tried the 
same thing found that their com- 
petitors’ seasonal promotions count- 
eracted their own pre-season effort, 
so that they wound up with a lower 
total sales figure as a result of pre- 
mature dealer loading. Which situa- 
tion applies to you? Only careful 
planning and testing can give the 
answer. 


“One Man’‘s Meat. . .” 


As this issue goes to press, Ameri- 
can Molasses Co. (New York) is 
winding up a three-month sales con- 
test for its jobber salesmen in se- 
lected southern territories. If there is 
such a thing as a “representative” 
sales contest, this is it, although it is 
better planned and run than a good 
many. 

A play-by-play summary of this 
promotion may illuminate some of 
the elements involved in putting 
over a contest. 


>The promotion was planned joint- 
ly by John G. Jones, American Mo- 
lasses sales promotion manager, and 
George Fitterman, eastern district 
manager of Ross Coles & Co. Inc. 
The campaign used a Ross Coles 
“stock” promotion, called “Nail That 
Sale,” with additional special pro- 








keeps your trademark 
right in 


your customer’s hand 


Suppose you could figure out a way 
to have your customers carry your 
trademark always with them, and 
look at it 20 or more times a day 
year after year? Here’s how to do it! 
Just give them Zippos as business 
gifts. With your trademark on its 
gleaming surface, Zippo does the rest. 


People are proud to get Zippos 
because of their superb quality. They 
use them because of their,easy oper- 
ation and downright faithfulness. And 


once a fellow gets to using a Zippo, 
it seems to become part of him. He 
misses it too much to leave it behind. 
It goes into action at meetings and 
banquets—everywhere from theater 
parties to camping trips. 


Every Zippo is guaranteed to light 
easily, anywhere, always. That gives 
your trademark or slogan the utmost 
mileage. The investment is modest 
—the prestige value very high. Mail 
coupon for all details. 


LIGHTS EASILY...ANYWHERE... ALWAYS 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 


In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont. 


Zippo Manufacturing Co. 
Dept. AR-4, Bradford, Pa. 


Please give me full information about business gift 
Zippos—prices in large or small quantities, time of 
delivery, opportunity to use color, and the help your 
design department will give us in making a beautiful 
and distinctive gift 


Name 
Firm 


a 
. for more details circle 867, page 105 
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motion material prepared just for 
American Molasses. It was built 
around a Coles prize catalog featur- 
ing about 1,800 prizes with different 
point values, ranging from 30 points 
for a mechanical pencil to 104,500 
points for a one-carat diamond soli- 
taire engagement ring. 

This campaign had a dual pur- 
pose: 

1. To increase sales of “Grand- 
ma’s Molasses” and “Home Maid” 
and “Cane Brake” syrups. 

2. Even more important, to give a 
rousing send-off to the company’s 
new product, “Grandma’s Syrup.” 


> These products are all subject to 
a ‘seasonal peak, with heaviest sales 
in the winter months. So the cam- 
paign was timed to begin on Oct. 18 
for a pre-season dealer loading, and 
continue through Christmas. In this 
timing, it was felt, the contest would 
gain extra attraction through use of 
the catalog for Christmas shopping. 

But the timing was thrown off by 
unseasonably warm weather and a 
reluctance on the part of some of the 
wholesale grocers involved to start 
a push early in the season. A quick 
decision was made to extend the con- 
test another month, and the expira- 
tion date was moved up to Jan. 28. 

“If I were doing it over again,” 
Mr. Jones said, “I'd allow plenty of 
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New low-cost item for large-scale distribution wherever crowds gather 


time for the field organization to 
pre-sell the promotion to the job- 
bers and to screen the field. And I’d 
do it even before we contracted for 
the promotion, instead of after, the 
way we did in this case.” 


> The five field sales representatives 
of American Molasses in the terri- 
tories covered by the campaign did 
do a screening of the jobbers once 
the campaign was set-up. Reaction 
ranged from overwhelming approv- 
al to one rejection and one reluctant 
acquiescence. 

On Mr. Fitterman’s advice, each 
jobber who went along with the pro- 
motion was asked to furnish the 
names and home addresses of his 
salesmen. Like most experts, the 
Coles organization prefers a cam- 
paign where the family can become 
involved and all promotional ma- 
terial is sent to the home addressed 
“Mr. and Mrs.” 

“Experience has shown that most 
of these men are married,” Mr. Fit- 
terman explains, “and the mail us- 
ually arrives after the husband has 
gone to work. By the time he gets 
home, his wife has read the ma- 
terial, gotten interested in the prizes, 
and maybe everybody in the family 
has already picked out what they 
want Daddy to win for them. 

“We make the point system so 
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D FOR YOU! 


for out-door activity! Smartly styled sun-shader in red, white 'n blue; 
cool, comfortable, lightweight, adjustable to any headsize, adult’s or 
child's. Large imprint area on visor does a real selling job for you 
during happy leisure hours — and it’s a grand premium idea in large cereal 
or meat cartons — because “it packs flat but in a jiffy it’s a hat’! 


jn Winate Wanur 


Write or wire for samples and prices * 493.C Street, Boston 11, Mass. 
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clear that any smart wife who knows 
anything about her husband’s busi- 
ness is able to figure out pretty 
quickly how many points he’s likely 
to earn if he pushes hard.” 


>There is another very sound rea- 
son for sending promotional ma- 
terial to the salesman’s home. It in- 
sures its being used. It is very easy 
for a jobber or distributor to say 
he’ll be willing to have his salesmen 
in the contest, either meaning it at 
the time and changing his mind later 
or simply saying so to please the 
company’s representative. Then, 
when costly contest material arrives 
at the jobber’s office, it lies there 
unused. Sometimes, someone in the 
jobber’s office “cashes-in” on ac- 
cumulated points. 

The first mailing was sent to reach 
salesmen’s homes on Oct. 11, a two- 
color folder announcing “a smash 
prize hit for you!” It was followed 
on Oct. 15 by the colorful prize cata- 
log, imprinted with the American 
Molasses name, and a “jobber sales- 
man’s sales report form” along with 
the rules of the contest. 

The report form was simply de- 
signed to fold to pocket size, and 
extra forms were supplied to man- 
agers. To cut down on any possibil- 
ity of fictitious reports, the rules 
provided that the salesman sign in 
one place and the jobber’s repre- 
sentative in another. 


>The point system, worked out on 
a catalog value of 1¢ per point (Ross 
Coles also prints a catalog with half- 
cent points), put the major empha- 
sis on the new product. “Grandma’s 
Syrup” carried a point value of 25 
points for all except the smallest 
size, which was valued at 10 points. 

On Oct. 15, another broadside ar- 
rived, captioned “Nail the Sales and 
We'll Mail Your Prizes.” This one 
hit the Christmas theme—“You can 
have Christmas thrills without 
Christmas bills.” 

The next gun in the campaign was 
aimed at the salesman’s wife. This 


























92 Aecourt ger 
“The ad was so intriguing that I just 
couldn't resist!" 





one, the first on American Molasses 
stationery, gave the wife another 
run-down on the way in which hub- 
by could earn prizes for the whole 
family. It was signed by Mr. Jones. 

Another “Nail That Sale” broad- 
side on Nov. 29 was followed by a 
second personal letter from Mr. 
Jones to the wife, this time stressing 
the Christmas shopping theme. It 
was friendly in tone — “Christmas 
will be here soon. Already we have 
had frost on our windows here in 
New York .. .”—and wound up with 
a gentle admonition to “keep friend 
husband reminded about pushing 
the Grandma’s line... .” 


’On Dec. 21, all hard-pressure 
selling was dropped. Instead, a 
simple, colorful Christmas greeting, 
again signed by Mr. Jones, was 
mailed. 

Right after the holidays, on Jan. 3, 
another friendly letter from Mr. 
Jones applied the pressure again. 
This one started: 

“We certainly hope you enjoyed 
every minute of your recent holi- 
days. If there were any disappoint- 
ments about gifts that were not 
under the Christmas tree, the 
American Molasses Prize Book is 
your answer...” 

Again on Jan. 13, another “Nail 
That Sale” broadside told the sales- 
man to “Hammer home these selling 
points and you'll win more prizes.” 
This one stressed the product vir- 
tues along with promoting the con- 
test. 


> The final blast arrived on Jan. 20, 
proclaiming “You’re in Striking Dis- 
tance of Winning Your Prizes.” The 
copy said that “the job you do be- 
tween now and Jan. 28 can well 
mean the difference of winning a 
small prize or one you really want.” 
It suggested checking grocers’ stocks, 
pushing for favorable displays and 
follow-up on accounts that failed to 
order. 

All the printed “Nail That Sale” 
material comes from Ross Coles’ 
stock and was sold to American Mo- 
lasses at or below cost. Each promo- 
tion piece had space for lots of copy 
specifically written for the company. 

The final step, distribution of 
prizes, is simplified to cut costs and 
time. American Molasses receives 
the salesmen’s reports from the job- 
bers. The totals of prize points 
earned are checked for accuracy and 
checked against shipping records. 
(In some campaigns, jobbers have 
been known to turn in reports total- 
ing more stock than they could have 
had on hand.) 


>A Coles stock “Prize Check” and 
order blank, imprinted with the 
American Molasses name, is made 





FREE 20 page catalog full 
of suggested applica- 
tions, prices and other 
useful information. 


Sad 
LONG-LASTING 
and delivery is FAST! 


A complete creative 
service for ideas, art and 
production of cloth 


advertising specialties. 


YOU SKETCH IT!...we’ll produce it! 


910 West Jackson Boulevard 
Chicago 7, Illinois . g 


440 Advertising Managers 
requested further informa- 
tion about products or serv- 
ices mentioned editorially in 
a recent issue of AR. 


AR GETS Avid Readership 


Avid Response 
A Complete Line of 


ADVERTISING SPECIALTIES 
Is Available In 


CANADA 


Ask for our representative to call 


NEIL S. O’/DONNELL LTD. 
652 Bayview Ave. TORONTO 17 MA. 0781 
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TODAY 
is listening! 


RCA VICTOR 


premium or promotion 
records give you 


real personal impact 


Selling automobiles or a breakfast 
cereal? Give your sales message 
yersonal contact — let RCA Victor 
help you reach the ears that bring 
results in an entirely new way with 
an RCA Victor promotion record. 
Example: Sales training, talking 
displays, direct mail that 

speaks for itself. 

Premium records? Leading firms are 
realizing increased sales with 

RCA Victor premium recordings. 


Write, wire Dept. AR-102 or phone today 
for all the facts. 


630 Fifth Ave.,New York 20, W. Y.—JU dson 2-5011 
445 W. Lake Shore Or., Chicago 11, I!!.— WHitehall 4-3215 
1016 M. Sycamore Ave., Hollywood 38, Cal._— HOllywoed 4-517! 


eA) Custom 


Record 
mS MASTER'S VOICE 


RADIO CORPORATION OF AMERICA 
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i ORCHID PROMOTIONS 


| ARE 


INCREASE TRAFFIC, SALES, PROFITS 
FOR PENNIES 


@ ORCHIDS OF HAWAII, INC. 
os 


Nat'l Sales Office: 54 West 56th St. 
New York 19 * Tel.: JUdson 6-8950 
Growing Fields & Packing Plant: Hilo, Hawaii 
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out by the company for each winner, 
with a duplicate retained in the 
company files. The check looks like 
a bank check but is made out in 
points rather than dollars. 

The winning salesmen mail their 
checks and order blanks to “Prize 
Treasury”—Ross Coles’ Chicago 
shipping center. Prizes are shipped 
by Coles prepaid and American Mo- 
lasses in turn pays Coles l¢ per 
point plus 8% of the face value of 
checks to cover shipping charges 
and handling costs. The latter per- 
centage varies with each contest, 
since it is based on an average of 
shipping distances. The original 
checks are returned to American 
Molasses. The cost of the merchan- 
dise, of course, is considerably be- 
low retail price and often below the 
price at which the company’s pur- 
chasing department could buy the 
same articles. 

There, in summary, is an outline 
of one campaign. Complicated? Sure, 
but it has been considerably simpli- 
fied through systematization. Many 
campaigns are much more complex. 
While this specific example involves 
just one company in the sales incen- 
tive field, others offer approximately 
the same type of assistance. 

And, if you want to run a contest, 
you will be facing some of the same 
decisions and problems that con- 
fronted Mr. Jones. On the kind of 
contest you run, the way in which 
you plan and promote it, the prizes 
you offer, your timing and follow- 
through . . . on all these factors 
you'll find many people with ready 
answers. But it’s up to you to find 
the right ones. 44¢ 


Issue Comprehensive 
Guide to Matchbooks 


A comprehensive guide to the use 
of matchbooks for advertising has 
been prepared by the Match Indus- 
try Information Bureau (New York). 
The 20-page booklet features the 
winners of the 1954 matchbook com- 
petition in addition to a detailed ex- 
planation of the medium. 

Featured are such subjects as 
“Why Advertisers Use Matchbooks,” 
“Suiting Matchbooks to Your 
Needs,” “Attracting Readership,” 
special packaging, methods of circu- 
lation, results, figuring costs, and 
“Agency Roles in Matchbook Adver- 
tising.” 

Particularly helpful is a section on 
merchandising with matchbooks. It 
explains such possibilities as coupon- 
ing, brand-line promotion, showing 
product detail, listing sales offices, 
territory maps and listing products. 
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. An advertising 
specialty with growing popularity is Mag- 
nepad, a pot holder with a small magnet 
which enables it to cling to metal kitchen 
objects. 


Typical Magnepads . . 


Magnetic Pot Holders 
Popular Ad Specialty 


An advertising specialty with 
growing popularity is the magnetic 
pot holder. Evidence of the popu- 
larity of this item is the production 
of the millionth such gadget by 
Magnex Inc. (Denver). 

While most of the Magnex holders 
have been sold in retail stores or by 
mail order, the company has recently 
begun offering the magnetic pot 
holder, which it calls “Magnepad,” 
with advertising copy and art 
printed on either or both sides. 

The Magnepad is much the same 
as a traditional pot holder, except 
for a small magnet sewn inside. This 
enables the pads to cling to any- 
thing made of iron or steel, such as 
stoves, refrigerators, kitchen cabi- 


nets, etc. Rust-proof magnets and 
color-fast fabric ink make them 
washable. 


Additional details and samples are 
available from Magnex. 
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Emblems, Medallions 


Illustrated in Folder 


A six-page folder illustrating its 
medallions, plaquettes, coins and 
other commemorative souvenirs in 
bronze, silver and gold is available 
from Whitehead & Hoag (Newark). 

The folder shows reproductions in 
actual size of medallions and medals 
made by the company for numerous 
customers, including the official 
Thomas A. Edison centennial medals, 
the medallion presented to crew 
members in yacht races for the 
American Cup, a bronze membership 
plaque for Home Title Guaranty Co., 
an anniversary plaque for the 
American Insurance Group and a 
set of bronze coasters for the Ameri- 
can Institute of Mining and Metal- 
lurgical Engineers, to name a few. 

According to the folder, all items 
are custom-made only, but samples 
may be seen. 
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WINDOW & STORE DISPLAYS 





By Ralph Nunn 
Advertising Manager 
The Maytag Company 
Newton, lowa 


The American retailer, the nerve 
end of most distribution patterns, 
is a tough, practical business man. 
He knows the economics of his trade 
area like the palm of his hand—and— 
he is a very busy man. To get him to 
back your new products, you've got 
to prove to him that you are on his 
side. You have to provide him with 
plenty of sales promotion and adver- 
tising helps, show him just how to 
use them, and keep him inspired and 
interested every step of the way. 

In unveiling our newest automatic 
washer, the Supermatic for °55, and 
the ad theme behind it, “It’s hotter 
than a four alarm fire” — Maytag 
supplied every one of its 15,000 deal- 
ers with literally dozens of effective 
windows and in-store aids, and 
showed the retailer when, where and 
how to use each for maximum effec- 
tiveness and profit. 

Basically, the formula could be 
broken down to four words: 

e Excite 

e Inform 

e Help 

e Follow-up 


> Excite ... The promotion started 
off with a single letter in red to each 
dealer on Sept. 1, 1954. “It’s hotter 
than a four alarm fire” was im- 
printed on each envelope. Beneath it, 
a shiny red hook and ladder raced 
across the page. Inside were only 70 
words, inviting the dealer to attend 
“the most important Maytag meet- 
ing in many years,” telling him that 
“similar meetings” were being held 
in every state of the Union. No word 
about the new Supermatic; no sug- 
gestion of the important “M-Day” 
to come. 

But the dealers were curious. Al- 
most to a man they appeared at 300 
special regional sales meetings dot- 
ted throughout the country. 

When the retailers arrived, there 
was more surprise, suspense and 
mystery. At the center of the stage 
in each meeting room was a flame- 
red crate glowing under a spotlight. 
Around it were fire extinguishers, 
buckets of sand and water, a long, 
coiled fire hose, a red fire axe and 
other fire-fighting equipment. 


>Inform ... With excitement and 
tension built to the desired pitch, 
the regional sales manager suddenly 
appeared on the scene wearing a red 
firehat, yellow slicker and hip boots. 

The manager had already been 


carefully briefed for his job at spe- 
cial distributor meetings a week be- 
fore. In addition, he had received 
thick “Here We Go, Sizzling Promo- 
tional Packages” giving him all the 
material to make his meeting mean- 
ingful and effective. 

According to his instructions, the 
manager started off something like 
this: 


1. Thank dealers for coming, tell 
them that you sincerely feel this is 
one of the most important meetings 
in the history of Maytag. 


2. Show special sound film — giving 
background of new Supermatic, out- 
lining major sales points. 


3. Explain program of shipping to 
each dealer one Supermatic in flame- 
red crate like one at meeting. Em- 
phasize that washers are not to be 
uncrated or looked at before “M- 
Day.” (More mystery.) 


4. Using “Here We Go” kits, go over 
all advertising coverage in your local 
territory—the biggest ever. 

5. Reveal the “M-Day” date of 
Wednesday, Oct. 6. Bring home the 


point that this is National Dealer 
Unveiling Day. 


>Help ... With the basic facts out 
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Packing Case Gimmicks . 


provided plenty of opportunity for promotion gimmicks. Here St. Louis firemen unload 
a new washer at the Annie Malone Children’s Home. It was won in a “’Toy Firehouse’’ 


contest in which 12 St 




































































. . The bright red packing case used for Maytag’s new washer 


Louis orphanages build model firehouses from empty Maytag 


shipping containers. The colorful corrugated package was developed by Gaylord Container 


Corp. (St. Louis) 

of the way and interest climbing ever 
higher, the regional manager now 
showed retailers just what they 
could do about all this. Each dealer 
was promptly presented with a raft 
of sales promotion material, plus a 
huge flame-colored “Pre-M-Day” 
kit with more than 30 promotion 
items. Regional managers now ex- 
plained how to squeeze the most out 
of them: 

© Window displays . . . Six-piece set 
of flames, plus set of stickers for 
window trim. Using a simple dia- 
gram, regional managers demon- 
strated where the red crate and 
flames should be placed in the win- 
dow for top eye appeal. 

e Ads ...A proof set of local teaser 
ads. 

e Ad mats ... announcing “Free 
firemen’s hats and sirens for the 
kids!” Dealers were told when and 
how to place these ads. 

e Gimmicks .. . Fire hats, slickers, 
sirens, lapel banners for retail sales- 
men and customers. Importance of 
these excitement-building giveaways 
underlined by regional manager. Or- 
ders taken right at the meeting. Most 
dealers pitched in. 

© Promotion idea tips .. . A chance 
for dealers to show their imagina- 
tion and creativity. Managers went 
over printed suggestions for “M- 
Day.” Urged dealers to think up 
their own gimmicks. Two sample 
ideas: 
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“Have local fire chief drive up in 
his red car with siren ringing to make 
‘fire inspection’ during the busiest 
hour of the day.” 

“Cover store door with asbestos. 
Paint on ‘asbestos door required by 
our fire insurance while displaying 
new Maytag!’” 

By the time this meeting was over 
each Maytag retailer knew: (a) 
Maytag’s goal, (b) over-all adver- 
tising and promotional strategy to 
reach that goal, (c) specific dealer 
weapons, and how to handle them. 
But we saw no reason to stop there. 


>Follow-up ... As “M-Day” ap- 
proached, dealers were reminded of 
their part in the drive, via fire en- 
gine red postcards signed by the 
regional manager. 

“Do You Have Your ‘M-Day’ Ads 
Scheduled?” asked one card. “Is 
That Red Crate Where People Can 
See It?” quizzed another. A final 
postcard brought the dealer right up 
to date: 

“Are You Ready For ‘M-Day’? 
Check This List: 

e Newspaper ads 

e Window display 

e Floor display 

e Sales force alerted 

e All materials arrived.” 

With “M-Day” just a matter of 
hours away, it seemed to us that a 
last twist was needed to bring both 
the dealer and his curious customers 





to final fever pitch of interest. There- 
fore, on Oct. 4, retailers received a 
brand new “M-Day” kit. On the 
morning of Oct. 6, they were advised 
to remove all “Pre-M-Day” material 
and replace with sparkling new “M- 
Day” window and in-store displays. 
Included were: 


1. New four-piece window trim, an- 
nouncing that both the Supermatic 
and “M-Day” are here right now. 


2. Proof sheet of dealer ads. 


3. Brochures, circulars and mailers 
to customers, bringing “M-Day” to a 
boil. In addition, retailers were re- 
minded that Maytag was backing 
them nationally as well as locally 
through: 


4. Proof of Life four-color “M-Day” 
spread. 


5. National advertising schedule and 
summary cards—showing Maytag 
coverage in more than 200 news- 
papers, seven top magazines, includ- 
ing full-color in Life, Look and Bet- 
ter Homes & Gardens, NBC network 
tv, local spot radio and outdoor 
posters ... with a total readership of 
almost half a million! 

To my mind, this final push ac- 
complished two major objectives. 
First, it showed the dealer that he 
was part of something big. Second, 
it showed him just what that part 
should be. 


>Oct. 6 was “M-Day.” In 15,000 
department and appliance stores 
from coast to coast, big flaming ban- 





iremens hats and sirens for the kiddies! 
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MAYTAG 


ADVANCED 
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Decleor Use this spoce 
for your own stunts, specie! events. 
whatever trattic buriding plons 
you have for this promotion! 


DEALER'S NAME 


Teaser Ad... This ad is typical of teaser 
ads prepared for insertion in local news- 
papers to build interest in Maytag’s ‘’M- 
Day.’ 



















ners, signs and stickers announced 
that, “It’s hotter than a four alarm 
fire.” Bright red cartons were opened 
for the first time. Children and teen- 
agers wore fire hats and blew sirens, 
while “Fire Chief” retail salesmen in 
fire hats, slickers and boots, dem- 
onstrated and sold the Supermatic 
and other Maytag products to thou- 
sands of new customers. So far all 
the returns are not in yet, but we 
already know enough to convince us 
we were right about the retailer’s 
role in this promotion: 

If you give the dealer the tools, 
and show him the vital importance 
of his part in the over-all program, 
he will help you finish the selling 
job! 44 














New Firm To Produce 
Scents for Displays 


Don’t be startled if you happen to 
pass a display piece advertising 
bacon and think you can actually 
smell bacon cooking. It’s not your 
imagination playing tricks, but a new 
“scent” device being marketed by 
the Scent-O-Matic Corp. (New 
York). 

Scent-O-Matic is a new corpora- 
tion, formed to manufacture “sales 
scents” for use with point of pur- 
chase displays. The scents, chem- 
ically produced to match the product 
being advertised, will be supplied in 
aerosol spray cans. An automatic 
dispenser has been developed to 
spray the scent at regular intervals. 
Scent-O-Matic offers advertisers a 
complete promotion package, includ- 
ing designing of displays equipped 
with the scent dispensers. 

Product aromas already perfected 
by the company include chocolate, 
vanilla, coffee, peppermint, hickory 
barbecue, fresh bread, tobacco and 
flavorings such as lemon and anise. 
The company reports, however, that 
it can duplicate practically any 
aroma. 

Additional details 
from Scent-O-Matic. 
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New Metallized Color 
Introduced by Gomar 


A new process of impregnating 
color in thermoplastic sheets and 
films that reportedly makes the color 
light fast and heat resistant has been 
announced by Gomar Mfg. Co. 
(Newark). The new metallized bu- 
tyrate color is used on plastic sheets 
and films that are used to create 
vacuum formed display pieces. Ac- 
cording to the company, the dyes 
are actually “buried” in the sheets 
so that there is no outer coating or 
surface to wear off. 44 
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Send for this FREE BOOK 


A “must” for every sales and ad 
executive. It’s chock-full of point-of-purchase 








selling ideas and will help you wrap up a 
successful advertising and merchandising campaign. 


PT ais 


114 EAST 32nd STREET 


NEW YORK 16, N.Y. 
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FOR FINEST QUALITY 


Self-Adhesive 
Papers 





Ideal for labels, signs, bumper 
strips. Available in a large 
variety of papers, films and foils. 
Free samples, layout sheets for 
ad men, printers. Write today. 






es 


The Maharajah of Utter Balder- 


AVERY Paper Company 
260 Chester Street « Painesville, Ohio 


dash permits only Fasson Out- 
door on his Gulistan V-8 
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Meyercord’s Idea Book on Point of Sale 


Yours FREE . . . write for your copy today... 
The new Meyercord Decal Sign AD-visor is 
the biggest, most complete book for the field 
of Point of Sale decal signs that we've ever 









































assembled .. . and we want you to have 
a copy with Meyercord’s compliments. The 
AD-visor is packed with dozens of new uses 
and new ideas for permanent Point of Sale 
decal signs with hundreds of illustrations in 
full co‘or. You'll see how the nation’s leading 
national and regional advertisers are using 
Meyercord Decal Signs to promote famous 
brand names, product reproductions, trade- 
marks and sales producing messages. Plenty 
of potent ideas on how you may stimu'ate 
sales at the dealer level. Write for your FREE 
copy om your company letterhead today! 


THE MEYERCORD co. 
LER: ro DOT II LET oL Toa) 


Dept. C-207, 5323 W. Lake St., Chicago 44, Illinois 
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FOR SUSPENDING MOBILE DISPLAYS 
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STOP “ct DUST 


With Merix Anti-Static No. 79 
New ! YOUR displays will sparkle. have that 
sales appealing EYE-APPEAL! Plastic dis- 
plays become static-free, STAY DUST- 
FREE after No. 79 is wiped-on. QUART 
$3.85; GAL. $8.50, both FOR CHGO. Order 
today from: MERIX CHEM. CO., 1021 E. 
55th ST., Dept. AR 52, CHICAGO 15, ILL. 
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Gull Products Introduces 
Plastic Display Material 


A versatile reinforced Fiberglas 
material has been applied to making 
displays by Gull Products (Deep 
River, Conn.). The new material has 
proved to be adaptable to many types 
of displays, the company says. 

In addition, Gull lists a number of 
advantages and properties of the 
material, including: it is highly re- 
sistant to shock and abuse; im- 
pervious to weather conditions; 
lightweight, and can be wiped clean 
with a damp cloth. According to 
Gull, the new translucent material 
can be manufactured with a heating 
element or other objects imbedded, 
can be molded into practically any 
size or shape and can be backlighted. 

Additional information is avail- 
able. 


For your copy circle No. 713 on the 
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Tel-It Display Unit 


Introduced by Cooks’ 


An automatic book type display 
unit, the “Tel-It,” has been intro- 
duced by Cooks’ Inc. (Camden, 
N. J.). The unit has space for up to 
24 814x11” messages. 

The messages are slipped into clear 
plastic sleeves that are automatically 
flipped over like the pages of a book, 
with a new message coming into 
view every seven seconds. The pages 
are mounted in a cabinet with a na- 
tural-finish wooden frame. The “Tel- 
It” is especially adaptable for pre- 
senting daily specials and for pre- 
senting a sequence of advertising 
messages. 

Size of the complete unit is 
1834x23x13%2”. It includes 12 Ful- 
Vu transparent acetate protector 
“sleeves” to hold the advertising 
messages. Each sleeve holds two 
messages, back to back. Power for 
the constant flip-over of the pages 
is supplied by a 115-volt ac motor. 

Additional details are available. 


For your copy circle No. 714 on the 
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Carter & Galantin’s 
Services Described 


Planning and producing every- 
thing from a complete campaign to 
a single display is offered by Carter 
& Galantin (Chicago). The com- 
pany’s varied services are described 
and illustrated in a new plastic- 
bound booklet. 

The company specializes in pro- 
ducing sales aids and animated dis- 
plays. Among the examples of sales 
aids shown in the booklet are flip 
charts for Studebaker; calculators 





It Talks To You... 


. Model Dottie Frame 
demonstrates the latest application of 


Carter G Galantin’s (Chicago) ‘’Sella- 
vox’’. The unique Sellavox mechanism, a 
3x5” record player, delivers a recorded 
sales talk to the customer as the lever is 
pulled. This machine gives a pitch on 
Old Gold cigarets regardless of the brand 
selected on the vender. The Sellavox is 
also being used in oil cans and in refrig- 
erators, etc. to deliver sales messages. 


that serve as a guide to selling fea- 
tures or that demonstrate a feature 
and a “facts” book for Packard that 
demonstrates the whole product story 
in one notebook. 

Examples of displays include: 
molded plastic plaques; a complex 
display for the Hotpoint Disposall 
that shows how the product works; 
“talking” displays which use Carter 
& Galantin’s Sellavox miniature 
phonograph unit; and a permanent 
stand type display for Coolerator air 
conditioning. 

An unusual folder for Crosley is 
another item illustrated in the book- 
let. This folder is designed to show 
prospects how to plan their own 
kitchens. The pages of the folder 
show kitchen layouts. With the folder 
are cutouts of Crosley appliances 
with which the prospect can arrange 
a complete kitchen by fitting them 
into slots on the background pages. 
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Automatic Page Turner 


Described in Brochure 


Gale Dorothea Mechanisms’ (Elm- 
hurst, N. Y.) automatic cardboard 
book for displays is described and 
illustrated in a brochure issued by 
the company. Three examples of ad- 
vertisers’ uses of the automatic page 
turner device also are shown. 

Directions and diagrams explain 
how to use the automatic page 
turner. The mechanism automati- 
cally flips pages to tell a display 











“story.” The examples in brochure 
include displays for Rheingold beer, 
Schenley and Crosley television. 

In quantities of one to 99, the page 
turner is furnished with five 7x10” 
pages of white, glossy cardboard— 
ready for lettering, drawings or silk 
screening. For quantity runs of 100 
to 500, Gale Dorothea provides a 
page layout in the brochure for 
printers to follow. The printed sheets 
are then die cut and mounted in the 
automatic “book.” 


For your copy circle No. 716 on the 
Reader’s Service Card inside back cover. 


Package Cut-Out Serves 


As Display for Schwinn 


A giant red-white-and-blue shield 
which can be used as a store poster 
to proclaim that Schwinn bicycles 
are American-made is printed on the 
top of a newly designed corrugated 
container adopted recently by Ar- 
nold Schwinn & Co. (Chicago). 

The colorful, eye-stopping shield, 
which measures 36x33’, is accom- 
panied by the printed suggestion 
that the dealer cut out the emblem 
and display it. Besides providing the 
dealer with a free store poster, the 
box also carries a message to all who 
see it in transit. 

The desirability of large made-in- 
America posters based on the na- 
tional insignia became evident at a 
Schwinn distributor meeting last 
January when a dozen painted 
shields of the same design were dis- 
played around the room. Distribu- 
tors asked for quantities for dealers, 
but all estimates for conventional 
signs were too costly. However, in 
consultations between Schwinn and 
Stone Container Corp. (Chicago), it 
was found that printing the three- 
color design on shipping boxes 
would be a practical solution. 





. Acolorful shield, 
cut from the top of a new corrugated con- 
tainer for Schwinn bicycles, 
giant store poster telling all viewers that 
the bicycles are made in America. 


Poster from Package. . 


becomes a 


>“Our dealers and distributors 
share our aim of informing the pub- 
lic that our products are made in 
this country,” says Ray Burch, 
Schwinn sales promotion manager. 
“This is especially important in the 
growing market for lightweight bi- 
cycles, a type which some persons 
associate with imported products 
only.” 

The cut-out shield poster is suit- 
able for display in windows, on walls 
and in various other places on the 
retail floor, it is suggested. In addi- 
tion to “Made in America” and 
“Schwinn Bicycles” in large letters, 
the shield bears the firm’s logotype 
and the phrase “Guaranteed Qual- 
ity.” Boxes for all types of bicycles, 
not just lightweight, have the shield. 

Other Schwinn dealer materials, 
including a door decal sticker and a 
three-panel display, also use the 


shield design. 44 





Appeal for Kids . . . This new display for 
Spangler Candy appeals to children, offer- 
ing them a flashlight for 35¢ and 25 
“‘Dum Dum” wrappers. 


Candy Display Designed 
To Appeal To Children 


A candy display guaranteed to ap- 
peal to children and also provide re- 
tailers with a simple, easy to handle 
counter set-up has been engineered 
by Hinde & Dauch Paper Co. (San- 
dusky, O.) for Spangler Candy Co. 
(Bryan, O.). The new set-up fea- 
tures a “jumble” display of candy in 
a wastebasket and a display card 
plugging the candy and displaying a 
flashlight premium. 

The complete promotion package 
includes a colorful card with copy, 
offering the flashlight for 35¢ and 25 
“Dum Dum” wrappers, a sample 
flashlight to be hooked onto the card, 
460 candy “Dum Dums” and a blue, 
green and white metal waste basket. 
All are packed in one slotted corru- 
gated box for shipment to candy job- 
bers. Identification and promotional 
details are attractively printed in red 
and black on the shipping carton. 

The corrugated display card is die- 
cut to fit over the edge of the waste- 


basket and provide a display holder 


for the flashlight. 44 
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all over! 
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@ The Magic Plastic Decal! 
@ Any Size! Any Shape! 
®@ Sticks by molecular attraction! 





EASY ON! 


Mere finger pressure; 
no gluz; no moisture! — 


Here's the only decal that needs no © 
preparation—a child can put it up in less 
than three seconds. The only decal without 
glue or sticky substance on the back— ~~ 
yet sticks forever. That's why more na- * 
| tional advertisers insist upon AD- STK! s 





— enamel cater cull “ete or 
seratch. ve 


©'Can't fall off, woh off or wb ofits : 


The AD-STIK Company 
5852 Centre Ave., Pittsburgh 6, Pa. 
(EMerson 2-2600) 


(1) RUSH AD-STIK SAMPLES, DETAILS 


Attention of 
Company_ 


Address_ 


City _ Zone____ State 


MAIL TODAY! 


. for more details circle 762, page 105 
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The largest rotary cut-out erected in the Twin Cities is this 25’ 3’ high 
replica of “Miss Waterbury.” Standing in front of the cut-out is the real 
Miss Waterbury, model Fern Fedderly. 


58 ¢ ar ¢ February 1955 


The use of king size cut-outs, 
rotated from location to location, 
is growing in popularity for out- 
door advertising. Now in use on 
the Pacific Coast and in the Mid- 
west, the plan has reached a peak 
of popularity in Minneapolis and 
St. Paul. 


By Dick Hodgson 
AR Managing Editor 


An effective combination of many 
advertising appeals is becoming the 
“hottest item” in outdoor advertis- 
ing. Called “rotary cut-outs,” the 
new signs combine size, color, vari- 
ety, a third dimension and frequently 
light and motion. 

Actually, the cut-outs are embel- 
lishments on permanent outdoor bul- 
letins, which are rotated from loca- 
tion to location—usually every 30 
days—to give new “life” to the signs. 


RRIES-- 
5 Cop SUGAR 
~ for each jo” 
























The trend has not yet become 
nation-wide in scope, but its popu- 
larity on the West Coast and in the 
Midwest lends credence to the 
thought that other sections of the 
country may soon join in acceptance 
of this medium. 

In checking with outdoor advertis- 
ing companies in the East and South, 
AR found a growing interest in the 
success of three major promoters of 
the rotary cut-out system — Pacific 
Outdoor Advertising (Los Angeles), 
General Outdoor Advertising Co. 
(Chicago) and Naegele Advertising 
Co. (Minneapolis). Each of these 
firms has played an important role 
in the development of the new trend. 


> While neither 3-D cut-outs nor ro- 
tating showings are really new, the 
credit for combining them into a 
popular medium goes to Pacific Out- 
door. A good example of Pacific’s 
techniques, which have been adopted 
by other companies, was presented 
in the March ’54 AR (“Ford Uses 
Unusual Teasers in Southern Cali- 


fornia,” page 58). This article told 
how Southern California Ford deal- 
ers used a series of 12 rotary cut- 
outs to introduce 1954 models. 

But probably the greatest impact 
with rotary cut-outs has hit in the 
Twin Cities, where both Naegele 
and General Outdoor are offering 
the service. For General Outdoor, 
Minneapolis and St. Paul are just 
two of nine mid-America cities in- 
cluded in a plan by which cut-outs 
may be rotated not only within a city 
—but from city-to-city as well. 

Naegele has been cited for par- 
ticularly effective development of 
the rotary cut-out plan. Naegele ex- 
ecutives viewed Pacific Outdoor’s 
operations in Los Angeles in August, 
1953, and brought home the idea for 
application in the Twin Cities. 


>First Twin City advertiser to use 
the medium was world-renowned 
Charlie’s Cafe Exceptionale of Min- 
neapolis. Utilized on the bulletins 
were cut-outs of a portrait of Charles 
Saunders, the cafe’s owner, and an 


ING Ct the Twin Cities 


exact replica of the cafe itself. 

Size played a major role in the 
popularity of these cut-outs. Mr. 
Saunders’ face, for example, was 19’ 
high and 21 wide. The cafe was 
10x21’. The sign also included indi- 
vidual skeleton letters with red 
truss-type plastic faces, which 
spelled out “Charlie’s.” Illumination 
was by zeon tubing behind the plas- 
tic faces. The “C” was 6'6” high. 

The entire bulletin, including cut- 
outs, zeon letters and back paneling, 


was rotated to a new location every 
30 days. 


> Since that time, many other adver- 
tisers have effectively utilized rotary 
cut-outs in the Twin Cities. One good 
example is the rotary plan used by 
Swift & Co. General Outdoor pre- 
pared a series of cut-outs, each fea- 
turing a different Swift’s product- 
Brown '’N Serve sausage, Premium 
ham, Premium franks, Prem, Swift’n- 
ing, etc. In all cases the bulletins 
showed cut-outs of both package and 
the product-in-use. 
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HERES HOW A ROTARY 
CUT-OUT PROGRAM WORKS: 
YOU START WITHA 


SEEMINGLY NORMAL 
OUTDOOR BULLETIN 























































FIRST YOU ADD A 
BASIC ADVERTISING 
MESSAGE ... 




































































TO CATCH THE EYE, 


AN ATTENTION- GETTING 
ILLUSTRATION... 


































































- - ANDO PROBABLY 
A GIANT CUT-OUT 
OF YOUR PRODUCT 

















































TOP 1T OFF WITH 
ILLUMINATED CUT-Our 
LETTERS... 









THEN MOVE THE WHOLE 
PACKAGE TO 4 NEW 
LOCATION EVERY 30 DAYS 
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The cut-outs were rotated among 
General Outdoor’s 12 special loca- 
tions in Minneapolis, which are used 
for this type of bulletin. In addition 
to the product cut-outs, the bulle- 
tins had illuminated cut-out letters 
above each bulletin and a changeable 
message area. 

Such a use of rotary cut-outs is 
particularly important for an adver- 
tiser with multiple products. Dra- 
matic treatment is given each of the 
products, with a new audience each 
month for the advertising message. 


> One of the biggest users of rotary 
cut-outs is Anheuser-Busch Inc. 
(St. Louis), brewers of Budweiser 
beer. Initially, Budweiser selected 
four markets for an elaborate rotary 
cut-out program—Los Angeles, Port- 
land and Seattle through Pacific Out- 
door, and the Twin Cities through 
Naegele. Later, other markets were 
added through General Outdoor’s 
mid-America inter-city rotation 
plan. 

Probably the most spectacular of 
the Budweiser cut-outs is a 3-D rep- 
resentation of Anheuser-Busch’s fa- 
mous team of eight Clydesdale 
horses. In the Twin Cities cut-outs 
produced by Naegele, for example, 
the lead pair of the team is nearly 
20’ high, and appears to be coming 
right off the bulletin, headed for the 
viewer. 

Like Swift, Budweiser uses illum- 
inated cut-out letters at the top. In 
addition to the Clydesdale team, the 
posters feature a variety of subjects 
which illustrate the theme, “Those 
who know buy Bud.” 


>One reason for the popularity of 
rotary cut-outs is the added values 
inherent in this plan. These include: 


© Greater display area... at a pro- 
portionately lower cost. Cut-outs can 
extend the advertising area as much 
as 80%, with the only added cost 
that of the cut-outs—the basic show- 
ing cost remaining the same. 












e Higher quality in illustrations .. . 
Because the cut-outs are intended 
for use over at least a 12-month pe- 
riod, they are generally painted in 
oils—with two coats applied by the 
best bulletin artists available. The 
same kind of brushes are used as 
though the artist were doing an oil 
on canvas — not the large paint 
brushes frequently used for regular 
outdoor bulletins. 


e Dramatic impact . . . Both the 
king-size and the frequent change 
of location lend impact not avail- 
able in most other forms of outdoor 
advertising. The greater flexibility in 
the shape of the display area also 
makes it possible to add drama to a 
showing. 


© Complete coverage ... Where the 
rotary cut-out plan is available, lo- 
cations are arranged so that the 
area’s entire audience - on - wheels 
will be subjected to a showing—at a 
cost only slightly higher than a per- 
manent bulletin for a similar length 
of time. The added cost is only that 
of moving the display from location 
to location, plus, of course, that of 
preparing the special embellish- 
ments. 


© Dominance .. . Actually, the eco- 
nomics of the rotary cut-out plan is 
such that an advertiser with a limited 
budget can make his message of 
dominant interest where it is shown 
Because fewer locations are required 
to get complete coverage of a mar- 
ket, it is possible to use the savings 
to add embellishments to a sign 
which create dramatic impact. 


>A good summary of the rotary cut- 
out plan is contained in a promo- 
tional brochure produced by Gen- 
eral Outdoor: 

“Rotary plans provide the means 
of market-wide coverage at single 
bulletin cost. The rotary principle is 
the opportunity to appear on a num- 
ber of different locations for the price 


Dominance & Impact . . . This series of cutouts used by Bud- 
weiser demonstrates the dramatic impact and dominance values 


of one bulletin. An advertiser’s copy 
remains on each location for 30 days 
and then is moved to another loca- 
tion. This procedure is repeated each 
month until the advertiser has suc- 
cessively appeared on all locations in 
the plan. After being displayed on the 
last unit or location in the series, the 
monthly progression begins again. 
Thus, a comparatively small expend- 
iture gives the effect of very sub- 


Merchandising Program 
Builds Good Will 


Corsages, silver dollars 


and an eye-catching sidewalk 
barricade make friends 


for Hotel New Yorker. 


By Ted Sanchagrin 
AR Eastern Editor 


stantial painted bulletin coverage of 
a city.” 

In areas where the rotary plan is 
in operation, motorists have come to 
expect a new and dramatic message 
every 30 days and keep an eye open 
for the changes. Sometimes the re- 
sults are amazing. Take the case of 
“Miss Waterbury.” 

Blond and curvaceous Fern Fed- 
derly, who represents Waterman- 


How to secure the attention and 
good will and continued interest of 
passersby and guests is a problem 
which the Hotel New Yorker thinks 
it has licked with its merchandising 
program. 

Recently instituted, the program 
has included 1,000 gardenia corsages 
distributed to teachers registered at 
the hotel during the July convention 
of the National Education Assn., sil- 
ver dollars to guests as part of their 
change, and an eye-catching side- 
walk barricade for its new restau- 
rant-bar, Lamp Post Corner. 

The program, under General Man- 
ager Frank G. Wangeman, began in 


of the signs. One of the most popular and well-remembered 
is the bulletin featuring the Clydesdale horses (center) . 


Waterbury Co., one of the country’s 
largest furnace manufacturers, on tv 
and at civic events as “Miss Water- 
bury,” was the subject for one of the 
largest rotary cut-outs ever pro- 
duced. When the 25'3”-high cut-out 
was erected at the heavily traveled 
intersection of Hawthorne and Lin- 
coln in Minneapolis, the first morn- 
ing traffic was tied up for more than 
40 minutes. 44 


July with the corsages. Instead of 
the traditional “apple for the teach- 
er,” each teacher received the gar- 
denia corsage with an attached note 
on which was painted an apple from 
the hotel management expressing 
the hope that the New Yorker 
“passed the test with flying colors.” 
The hotel has received an over- 
whelming number of complimentary 
letters from delighted teachers 
throughout the country. 


> Encouraged, the hotel continued 
its campaign by giving a silver dol- 
lar as part of each guest’s change 
All cashiers, including those in the 
front office, restaurant and the gen- 
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Another famous 
sign quality built 
by Texlite. 





Let Texlite solve 
your sign problems, as we have 
for so many of the nation's lead- 
ing companies..What are your 
needs..10..100..1,000.. 
or more? Texlite has the nation’s 
most complete sign manufactur- 
ing plant for building quality 
signs of porcelain enamel or 
plastic in any quantity. Our serv- 
ices are complete: 


DESIGN e ENGINEERING 


FABRICATION e ERECTION 
MAINTENANCE 


Turn to Texlite for signs of 
quality. 


in our 76th year 


TEXLITE, INC. 


3305 Manor Way ® Dallas, Texas 


el ta. 

New York, Chicago, 
eT Valet tt eal tte 
Atlanta, Denver, 
Tulsa 


Manufacturers of quality porcelain 
enamel and plastic signs for 


ATLA al LM aaa 





. for more details circle 848, page 105 
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Decorative Barricade . 








. . The Hotel New Yorker intrigued passersby with these amusing 


sketches painted on a barricade erected to hide building alterations 


eral cashier, have been stocked with 
a ready supply to dispense to guests. 
The thinking behind the silver dol- 
lar promotion is that many guests, 
after leaving the hotel, will keep the 
coin as a souvenir rather than spend 
it, and that each time they look at it 
they’ll think of the hotel. 

Lamp Post Corner called for a dif- 
ferent approach. Construction of the 
new $175,000 restaurant-bar to oc- 
cupy the 34th Street and Eighth 
Avenue corner of the hotel began in 
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~~ BY ROBERTSON 
Leading manufacturers of SILK 
SCREEN and Lithograph signs for 
regional and national advertisers. 


¢ Baked enamel process — 
plain or reflectorized 


* Steel or aluminum 


¢ Quantity producers for 
over 30 years 
Write Dept. 34 for color folder and information. 


eS coe Ae eee 


ROBERTSON SIGN CO. 


SPRINGFIELD, OHIO 
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July, and the New Yorker originally 
hid the work behind an unpainted 
plywood barricade. 

Mr. Wangeman went to the hotel’s 
advertising agency, Needham & 
Grohman Inc. (New York), for sug- 
gestions because he thought the bar- 
ricade was an unimpressive sight. 
H. Nelson Kent, art director at the 
agency, decided that the hotel should 
capitalize on the eyesore by painting 
humorous life-size figures on the 
barricade. 


> Since the restaurant-bar would be 
a replica of an old New York tavern 
of turn-of-the-century vintage, the 
barricade was painted in a similar 
vein. This was done by free-lance 
artist William Bossert of Pleasant- 
ville, N. Y., and the total cost was 


| $800. 


This barricade extended 40’ along 
the Eighth Avenue side of the hotel 
and 80’ along the 34th Street side. 
Both sides show figures heading for 
the opening of the Lamp Post Cor- 
ner, with Barnum type lettering say- 
ing exactly that. Lampposts are 
painted on the plywood, with the 
globe section cut out and a bulb and 
glass inserted. 

All painting on the barricade is in 
black and white except for a blocked 
off portion which says “Hotel New 
Yorker Progress Project No. 3,” in 
which the hotel title and “No. 3” are 
red. Where workmen enter and leave 
through the barricade, the poster 
motif is carried through, with the 
other side of the opening being 
painted in 1890 style, too. 


> The restaurant, which replaces the 
hotel’s Empire Tea Room, was de- 
signed by Walter M. Ballard Corp. 
(New York). Not only are the floor- 
ing, table tops, bar stools, lighting 
equipment and other physical fea- 
tures in 1890 style, but in addition 
the waiters, bartenders and other 


employes in the room will wear uni- 
forms of that era. The name, inci- 
dentally, was selected in a poll of 
hotel department heads and long- 
time employes. 

The barricade itself, the agency 
thought, shouldn’t be too garish and 
it settled on a white-painted ply- 
wood background with black- 
painted figures as a novelty in this 
day when everything screams with 
color, Needham & Grohmann’s Mr. 
Kent explained. 

The hotel corner, as busy as any 
in the world, wasn’t tied up too much 
during the time the artist was paint- 
ing the barricade, particularly be- 
cause the story itself was spelled out 
as the artist worked. It took a week 
to paint. 44 


ll Spangler Signs 
Shown in Brochure 


Eleven examples of national ad- 
vertisers’ uses of Spangler Sign 
Works’ (Philadelphia) plastic illu- 
minated signs are illustrated in full 
color in a brochure issued by the 
company. 

The examples include signs for 
Sherwin-Williams, Sylvania, Coca- 
Cola, RCA Victor and Lee Tires. In 
addition, the folder lists such ad- 
vantages of using plastic illuminated 
signs as their shatter and weather 
resistant qualities, light weight, dur- 
ability and easy shipping. 


For your copy circle No. 717 on the 
Reader’s Service Card inside back cover 


It Strips Off . . . A new type of poster 
paint that “strips off’’ has been developed 
by Pacific Compounding Co. (Redwood 
City, Cal.) The Bakelite vinyl resin-base 
paint can be used on any smooth surface. 
Window signs are just painted as with 
conventional paints, (top) then removed 
by peeling off the letters (bottom). Ac- 
cording to the company, the new ‘’Peel- 
Print’’ paints are highly resistant to 
smearing and are weather-proof. The 
paint is available in yellow, red and blue. 








sign P for sales 
with QOA 


e If you want a sign to “rise and shine”’ 
—specify General Outdoor! See how this 
double-faced vertical sign for Hartigan 
Chevrolet in Chicago gives maximum 
visibility, maximum sales impact. Re- 
verse colors, fluorescent tubing, provide 
name and product distinction, instant 
identification day or night. 


Why not let GOA spark your electrical 
and identification signs this way? 
Whether you need one sign or a thou- 
sand, the experience of the entire GOA 
organization is at your service. 


Call your nearby GOA branch office 
for full information, or write: 


General Outdoor Advertising Co. 
515 South Loomis Street, Chicago 7, Illinois 
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snurct GRACE "Ss tcansor SIGNS 


for BEAUTY THAT SELLS...and LONGER SERVICE LIFE 


ANY TYPE SIGN - PLAIN OR REFLECTORIZED 
Large nationally known firms throughout America sell 
with GRACE Metal Signs. 

Whatever type sign your client may need . . . Roadside, 
Point-of-Purchase, Curb, Bracket, Tacker, Cut-Out, 
plain or reflectorized ... GRACE makes it. Silk screen 
processed on Metal, GRACE signs are 

beautiful and longer-lasting. Pre- 

testing assures top quality. 


SEND NOW... 
for CATALOG in Full Color 


Hh eed 


3600 S. 2nd ST. * ST. LOUIS 18, MO 


NIGHT AND DAY 
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SERY/NG brand-name advertisers 
FROM COAST.70 COAST! 
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~~ 
OADCO BUILDING 
Cincinnati 2, Ohio 
PA 7160 


America’s largest producers of indoor-type, 


TUNG 








GEECE 


SIGNS coud DISPLAYS 





illuminated, point-of-sale signs 


For the best product identification 
have Geeco design your illuminated 
signs to meet your specific needs. 





HERNARD 3-D LETTERS 


Nf ‘ind 
aN TaICaaT| 


GOTHIC CONDENSED available in 114", 21/2’, 
upper and lower case. 6’ capitals only. 1’ deep. 


MERCURY available in 7a” and 134", 
upper and lower case. 


3 TYPES 23 NEW STYLES 
A—PIN BACK © White plastic-ceramic 
interchangeable composition 


B—SANDED BACK 
attach with glue 
C—TRACK shipment 
for stand-up signs © Inexpensive 
Also letters, trademarks, logos to specifications 
FREE—samples and catalog 
In U.S.A.: In CANADA: 
HERNARD MFG. CO.., Inc. BELLWARD MFG. 
923 Old Nepperhan 57 Crockford Bivd., 
Ave., Yonkers, N. Y. Toronto 13, Ont. 
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© Precision-Molded 
© Stocked for immediate 
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DISPLAY 
COMPANY 
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UNION 
PACIFIC 
RAILROAD 





Write or phone for additional information. 
Main Office: St. Joseph, Mo. 


Phone: 3-0271 


In Denver phone: BELMONT 3-3000 
In Indianapolis phone: MELROSE 4-6609 
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Easy Way to 
Stay on the Ball 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Adver- 
tising Requirements is one book that 
enables them to stay on the ball. The 
president of one New York Agency, 
for example, says “Advertising Re- 
quirements is helping me to keep my 
staff up to date. I am requesting that 
all creative and production person- 
nel read it thoroughly.” If you have 
any doubts about seeing every issue, 
we suggest you use the reply card in 
the front of the book to enter your 
own personal subscription at once. 








VITRALUME SIGNS 


i Rei Porcelain Er re 

Advertise — Ider 

any Size... Shape... Colors 

PORCELAIN ENAMEL FINISHERS 
3221 W. 30th St. * Chicago 23,!!! 


tity 
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Adhesa-Plate Offers 
Sample Metal Decals 


Samples of aluminum decals are 
enclosed in an explanatory folder be- 
ing offered by Adhesa-Plate Mfg. Co. 
(Seattle). Though made of a thin .003 
gauge aluminum, Adhesa-Plates are 
applied in the same way as other 
types of decals. 

The folder gives directions for ap- 
plying the decals and suggests that 
they may be used on “any smooth 
surface” such as metal, glass, plas- 
tic and rubber. Besides the two ac- 
tual samples enclosed in a pocket in 
the folder, 12 examples of other ad- 
vertisers’ uses of the decals are illus- 
trated. According to the company, 
the strength and long-wearing qual- 
ities of the metal decals make them 
especially suitable for identification 
purposes and as use as labels for ma- 
chinery and other heavy articles. 

The decals are available in single 
or multiple colors. Adhesa-Plate will 
print or mold the decals to adver- 
tisers’ specifications. 


For your copy circle No. 718 on the 
Reader’s Service Card inside back cover 


Lawter Chemicals Offers 
Color-Contrast Visualizer 


A color-contrast visualizer which 
makes it visually simple to see six 
sunbonded Day-Glo colors all at 
once or singly is available from Law- 
ter Chemicals Inc. (Chicago). 

The color-contrast visualizer is a 
three-page folder which, when 
opened, shows swatches of the six 
Lawter colors on one fold, the word 
“colors” die cut in the middle fold 
with one of the letters of the word 
opposite each of the colors, and a 
pocket in the third fold. The pocket 
contains six king-size swatches of 
the colors. 

By folding the mounted swatch 
panel behind the die cut letter, all 
six sunbonded colors are visible 
against a black background. To test 
the individual colors, the viewer re- 
moves the king-size Sunbonded 
swatches, placing the desired one be- 
hind the die cut letters. 

The large swatches are also valu- 
able for weathering tests, cutting up 
for small layouts or checking as color 
standards against production work. 


For your copy circle No. 719 on the 
Reader’s Service Card inside back cover 


Pratt Poster Co. Develops 
Letter-Banner Display Sign 


A cloth letter-banner display sign 
with individual fluorescent letters 
has been developed for use in service 
stations, automobile agencies, food 
markets, furniture stores, real estate 





developments and drive-ins by Pratt 
Poster Co. (Indianapolis). 

The individual letters are sewn top 
and bottom on two 60’ lengths of rope 
and the complete banner, assem- 
bled to fit the advertiser’s own mes- 
sage, is shipped ready to put up. 

The letters, made of all-weather 
cloth, measure 13x19” and are red 
Day-Glo on a dark blue background. 
The banners are priced at 70¢ per 
letter with a minimum of $7 per 67 
banner. 

The letter-banner display sign is 
described in the company’s catalog, 
which is available. 


For your copy circle No. 720 on the 
Reader’s Service Card inside back cover 


Decal Calls Attention 


To Unusual Packaging 


A new decal being distributed by 
Bonat & Bonat (Paterson, N. J.) 
serves a double purpose—it attracts 
attention to the product’s unusual 
new packaging and identifies dealers. 

The 5x5” decal was produced in 
silk screen by Palm Fechteler & Co. 
(Weehawken, N. J.) for use on doors, 
windows, mirrors, etc. of beauty 
shops. The decal features a black, 
white and red drawing of the prod- 
uct, “Forever,” a permanent wave, 
showing its unusual tube package. 
Bonat & Bonat says that this is the 
first permanent wave to be dispensed 
from a tube. 

In addition to attracting attention 
to the tube package, copy on the 
decal attests that the shop is a “Cer- 
tified Salon.” 44 
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BONAT 


Product 


CERTIFIED SALON 
Permanent in a Tube. . . This Bonat G 
Bonat decal shows the new tube package 
for its permanent wave 
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COLOR AND BRILLIANCE 


MOTOR OIL 

Siviiie face, 30’ s FOR 10 YEARS 

24” purple and white : : 
Ing-Rich Porcelain Enamel signs are 
good “silent salesmen” for your prod- 
ucts, because they always look fresh 
and new even after years of service. 
Because they do not fade or discolor, 

TRUCKS . 

they do not have to be replaced fre- 


| Sg quently, and your investment in signs, 
Pree < lO MAI. 27 standards and lighting equipment is 


Double face, 88/4’ x 59” road- protected. 


side sign enameled in ten colors 


Ing-Rich, one of the country’s 


te a AV J Ad pioneer manufacturers of Porcelain 
ay Vea A S Enamel signs, offers a design service, 


to help users develop signs that are 
SSALES AND effective in appearance and economi- 
SERVICE 


cal to produce. 
Double face, 60” x 42” i 
like, 000 es nd aol Send your specifications and draw- 


ings for our suggestions and prices. 


for a free copy of Bulle- 
tin 954, describing Ing- 
Rich advertising signs. 


Double face, 54’’ diameter 


Oe 
yellow and blue 


Single face, 18’ 
x 48” enameled 
in 8 colors, 
made in four 
sections 


INGRAM-RICHARDSON MANUFACTURING COMPANY 


for more details circle 812, page 105 
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We have a NEW address...a lot 
of NEW equipment...NEW time 
saving methods, but we still 

operate under our OLD ideals. 
These OLD ideals, of superior 
quality and service, have made 
us known as America’s finest 


photoengraving plant 


Collins, Miller & 


Hutchings, inc. 
333 West Lake Street 


Chicago 
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PHOTOENGRAVING & PLATEMAKING 
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Designed to Double in Brass . 


By Matt McCormick 


Account Executive 
Byer & Bowman Advertising Agency 
Columbus, Ohio 


With a long list of major projects 
in the hopper for 1954, our client, 
Kilgore Inc. (Westerville, O.), 
needed a check rein placed on climb- 
ing production costs to stretch its 
budget over the year’s promotional 
objectives. 

Ad manager Jack Harper came 
into the agency to tell us the usual 
small economies—cutting down on 
combination plates, eliminating bleed 
pages, etc.—weren’t going to be 
enough. He further indicated an un- 
willingness to sacrifice quality and 
compromise his firm’s position as a 
leader in its three major divisions— 
plastic housewares, toy paper caps 
and cap pistols, and automotive and 
marine flares and signals. 

The job was to get double value 


. . Kilgore Inc. stretched its ad- 
vertising budget by making one job serve many purposes. The 
separate catalog sheets at left and right were trimmed out of 


‘ aot 
awe 


for every production dollar and still 
turn out smart-looking, hard-selling 
catalogs, mailing pieces and trade 
paper advertising for three different 
product lines. 


> The obvious attack was to prepare 
promotional material designed to 
“double in brass.” At the exact time 
of this discussion, Kilgore’s ad de- 
partment was involved in plans for 
the National Housewares Show. Here 
was a chance to see what could be 
worked out. 

The housewares sales manager had 
requested a mailing piece to bring 
visitors into Kilgore’s booth at the 
show which would also serve as a 
handout in the booth. He further re- 
quired literature displaying the en- 
tire line of Kilgore’s Shel-Glo Plas- 
tic Housewares to be used by sales- 
men in follow-up calls after the 
show. To complicate matters, it was 
time to revise catalog pages on the 


Shel-Glo line. 


the broadside shown in the background. The Kilgore logotype 
was letterpress imprinted on the catalog sheets after trimming. 
Careful planning of layout did the trick 


LU! 


for production dollars 


The account executive, his assis- 
tant, the creative director, the pro- 
duction manager and our client went 
into a huddle to examine possibili- 
ties of wrapping up these four proj- 
ects in one package. 


> After several such sessions, the 
creative department developed a 
seven-color, comprehensive rough to 
fill the bill. The piece was 2512x2415” 
over-all. A 3” deep strip across the 
top urged attendance at the House- 
wares Show and reported the Kil- 
gore booth number. The piece when 
opened out was an impressive dis- 
play of the entire line to spread 
across a buyer’s desk. When folded 
down to 84x11”, this literature be- 
came a convenient self-mailer. Fin- 
ally, each 8%x1l” section was 
plannned as a separate entity to be 
trimmed out as a catalog page. Thus, 
considering both sides of the six 
814x11” sections, twelve individual 
catalog sheets were possible. 
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The job was produced by Cincin- 
nati Lithographing Inc. on 80-lb. 
enamel in seven colors to obtain ex- 
act matches of the Softone colors 
in the Shel-Glo line. The pressrun 
was stopped at 5,000—the quantity 
required for the mailing and booth 
handouts. The black plate with the 
return address and the mailing per- 
mit was then wiped off. This made 
it possible to complete the run of 
25,000 to be used as catalog pages 
with one catalog page blank on one 
side. Before trimming out the press 
sheet, a logotype was imprinted on 
each catalog page. 

The final economy came when it 
was learned a press sheet size 
(38x50”) was required that per- 
mitted two extra catalog pages to fit 
in alongside the folder. Thus the 
sales department was able to get 
extra pages on four big ticket items 
... two on each side. 


> Everything worked as planned and 
the “doubling up” idea became a reg- 
ular part of all Kilgore production. 
The latest example is a letterpress 
job. Two facing pages in two color 
with bleed were scheduled for the 
toy paper cap pistol division in Aug. 
and Sept. trade books. Purpose of 
the ad was to announce a complete 
line of toy cap pistols endorsed by 
Roy Rogers. A mailing to the trade 
was also required. 

Hence, the ad was designed so the 
plates could be used unchanged as 
pages two and three of a four-page, 
84x11” brochure. We achieved a 
secondary impact in the market and 
were able to add a merchandising 
story on pages one and four to what 
might otherwise have been an ordi- 
nary reprint. 


Combination Ad & Folder 


the center spread (right) planned to stand on its own as an ad. The ad appeared in toy 
and chain store business papers. 
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How It Was Done... . This diagram illustrates the layout of the combination broadside- 
catalog job on the press. Dimensions are in inches. 


>Careful planning at the layout 
stage turned the trick on jobs like 
these and gives our client more value 
for his production dollar. We also 
feel that these close layout tie-ins 
result in a better selling job for the 
advertiser by building additional im- 
pact through their strong family re- 
semblance. 

Sales motivation is, of course, the 
purpose of all promotional material 
and it is not the intent of our agency 
to lose sight of this in client produc- 
tion plans. The doubling-up idea may 
in some cases be a square peg in a 
round hole. We do not claim that it 
has a universal application but only 
that it is overlooked more often than 
not. 44 





... The four-page, two-color folder (left) was laid out with 





Polychrome Introduces 
New Grained Offset Plate 


Combining the advantages of the 
grained plate with the convenience 
and economy of the pre-sensitized 
plate, a new offset plate called 
“Granekote” has been introduced by 
Polychrome Corp. (New York). 

The Granekote plate, which has 
an ultra fine grained surface, has 
these advantages, according to the 
company: 


e It can be made ready for the press 
in seconds by washing it with water 
to de-sensitize it after exposure and 
then can be rolled up and printed 
immediately for minimum runs of 
5,000 copies, or Granekote can be de- 
veloped with Polychrome’s develop- 
ing ink for runs up to 1,000 im- 
pressions. Use of developing lacquer 
will assure quality runs up to 25,000 
impressions. 


e Because of its grained surface, 
Granekote provides better than usual 
ink and water retention, making for 
cleaner press runs, better ink-water 
balances and even inking without 
overloading and plugging. Deletions 
can be made by honing, while addi- 
tions can be made on the press by 
drawing on the plate with a 3H or 
4H pencil. 


e Because the surface of Granekote 
is whiter than zinc, delicate halftones 
can be seen on the plate as they will 
print. The grained surface results in 
a softness on the printed halftone, 
while the sharper dot structure re- 
sults in brilliance. Granekote will 
print halftones up to 220 line screen 
with a full range of tone. 44 
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A BASIC 


CINCINNATI 


GRAPHIC ARTS 
TET 7 

FOR 

HALF 


A CENTURY 


NEW YORK 


... founded on delivering 
a FULL MEASURE 


of QUALITY REPRODUCTION 


for MAGAZINES + TRADE PAPERS + NEWSPAPERS 


For more than half a century, The Rapid Electrotype 
Company has specialized in the quality reproduction 
of original materials for letterpress printing. Our 
growth since the turn of the century has paralleled 
the swift advances made in the quality of magazine, 
trade paper and newspaper advertising and in the | 
art of printing. Today, with five plants conveniently 
located from coast to coast, we are providing the | 
finest and most diversified service for the production 

of electrotypes, plastic plates and mats in any 
quantity. It is a service depended upon by leading 
advertisers, advertising agencies, publishers and 
printers across the nation. 


Call in Rapid when you want the kind of reproduc- 
tion that preserves your investment in original art, 
engravings, advertising space or printed pieces. 5s Re de 


THE RAPID ELECTROTYPE COMPANY 
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AD-ELECTROS * MATS « PLASTIC PLATES + R.O.P. COLOR MATS ¢ ATLANTICTYPES + JOB ELECTROS 


for quality NEW YORK CINCINNATI DETROIT PHILADELPHIA SAN FRANCISCO 


3 Atlantic Electra. & Stereo. Co. Rapid E Co. Northern Co. Evectreiype Co, Ray Eletretype Co. 
reproduction VAnderbilt 6-0900 PARkway 317 Tilly $6000 "Riteabosse 5902 DOuglas 2-8427 
CHICAGO: Sales Office, DEarborn 2-2016 HARTFORD: New England Sales Office, ADams 3-3409 
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Knowing you are consumed with 

curiosity, we hasten to tell you that the 
above letters stand for Thomas F. McGrath, 
Photo Engravers*. They also stand for 

The Finest Made Photo Engravings. 

We say this modestly, of course. 

May we tell you more? 

*Color and black-and-white. 


Thomas F. McGrath 
and Associates 
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MAGNESIUM 


LOGO’S 


up to 4 square inches 
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LETTERPRESS 


The improved science of letter- 
press printing offers better re- 
production than before, 
provided your engravings meet 
the exacting requirements of 
modern printing equipment and 
techniques. 

At DOT, you get that quality. 
We are making outstanding line 
and halftone, color and black 
and white engravings for cus- 
tomers from coast to 
coast. 


80%... 


ORIGINAL ENGRAVINGS OF COMPANY 
SIGNATURES, TRADE MARKS, PRODUCT 
CUTS... like Advertising Requirements’ 
logo illustrated . .. in quantity at huge 
savings- Only 80c each in quantities of 
100 or more of any one item from camera- 
ready art. Halftone or ben-day slightly 
higher. SHIPPED PREPAID in one piece... 
you saw ‘em apart... or individually 
mounted. 


only 


ever 


SAVE 10% if you can use them un- 
mounted. Write today for samples and 
price quotations on larger areas or other 
desired quantities. 





SATISFACTION GUARANTEED 





Cngra UCP I, « Sue . 


600 W VAN BUREN ST- CHICAGO 7 
TELEPHONE STATE 2-5367 


ORENT ENGRAVING CO. 


12th & Harney St. © Omaha 8, Nebr. 
. for more details circle 836, page 105 
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Helpful Chart . . . A new chart offered 


by Art Instruction shows screen tint 
values in all the popular screens. 


New Chart Visualizes 
Color Values, Screens 


To give photoengravers and their 
customers a reliable common refer- 
ence for discussing and ordering dif- 
ferent screen tint values in any of 
the popular screens, Art Instruction 
Inc. (Minneapolis) has devised a 
“Screen Chart and Color Visualizer,” 
which is described in a leaflet avail- 
able from the company. 

The chart includes four pages on 
clear acetate to show 10 basic screen 
tints of yellow, red, blue and black; 
32 pages on enamel stock showing 
how the basic tints look when printed 
in different screens, and 16 pages on 
newsprint for the same purpose. 
There also are 32 pages on enamel 
stock and 16 pages on newsprint to 
show the varying contrast and read- 
ability of different typeface over- 
prints and reverses on each tint, in 
each color, in each of the eight 
screens. 

Die cut holes through the cen- 
ters of the 10 tints permit compar- 
ing tints on various pages. The folder 
also lists 10 advantages gained by 
using the Screen Chart and Color 
Visualizer. 


For your copy circle No. 721 on the 
Reader's Service Card inside back cover 


Sorg Paper Introduces 
Lithographic Plate-Wipe 


A four-ply cellulose wipe with 
high wet-strength has been intro- 
duced to the lithographic platemak- 
ing trade by Sorg Paper Co. (Mid- 
dletown, O.). Called Kay-Pees Plate- 
wipes, the new product is highly- 
absorbent, lint-resistant and scratch- 
free, according to the company’s an- 
nouncement. 

The finish is creped to eliminate 
plate damage, while the wet strength 
quality of the wipe permits satura- 
tion of all types of solvents or liquids 
without deterioration. 44 


e Motivation Research in Advertis- 
ing and Marketing, George Horsley 
Smith, 232 pages, McGraw-Hill, $5 
...An Advertising Research Foun- 
dation publication, Mr. Smith’s book 
offers the reader an up-to-date re- 
view of the field of motivation re- 
search. Following a short introduc- 
tory section which discusses some of 
the psychological considerations un- 
derlying the “why” approach to 
market research, the author describes 
interviewing methods used in moti- 
vation research and devotes consid- 
erable attention to interviewing 
techniques that have proved success- 
ful. In a final section the author 
points out that motivation research 
is not a substitute for standard mar- 
keting research but rather a person- 
centered point of view designed to 
provide additional insights into mar- 
keting problems, and discusses when 
motivation research is needed, who 
should conduct it, and how it should 
be conducted. 


e Advertising in Modern Retailing, 
Carrie Mills Rowland, 257 pages, 
Harper & Brothers, $4.50 . . . Based 
on practices in operation in the small 
or medium size store outside metro- 
politan areas, this highly practical 
book tells how advertising is 
planned, budgeted, designed and 
placed through different levels of 
store management. Using example 
after example, the author discusses 
advertising plans, expenditures, 
budget breakdowns, newspaper ad- 
vertising, display, direct mail, radio 
and tv, giveaways, supply advertis- 
ing, shows, public relations and 
training. Two appendices, one on 
layout and one on copy fitting, add to 
the value of the book. 


e How to Sell Your Way into the 
Big Money, Vincent F. Sullivan, 303 
pages, The Citadel Press, $3.95... 
Written straight-from-the - shoulder 
in down-to-earth language, this in- 
spirational-type book tells how to 
land a selling job, what is needed in 
addition to a college education, the 
five steps in selling, how to use the 
telephone, how to write sales letters 
that pull, how to handle your liquor, 
how to dress, how to choose the right 
wife—almost everything, in fact, that 
is included in the 24 hours a day it 
takes if you are determined to get 
into the real big money. 44 
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MR. ADVERTISING MANAGER... 
MR. PRODUCTION MANAGER 


hy doesn’t CE 
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@ With the high cost of ad preparation today, 
it’s natural to cut corners wherever you can. But 
there’s one step where it doesn’t pay to save pennies 
...and that is in the selection of mats. 

Why—when it costs hundreds of dollars in artwork, 
type and engravings for a newspaper ad—take a 
‘*“chance”’ on the final appearance by using mediocre 
mats because they cost less? 

Ordinary mats mean average, or possibly even in- 
ferior reproduction. And an ad which lacks sparkle and 
life may lose some of its sales-ability. Yet, for only a 
few cents more BURGESS SUPREME TONE-TEX MATS as- 
sure you black and white newspaper reproduction that 
stands out sharp and clean in every detail. 

With the BURGESS SUPREME TONE-TEX MATS the 
stereotype has reached a new high in quality. Its 
smoother face, greater plasticity and more uniform 
shrinkage paves the way for finer reproduction... 
reproduction that will rival the original. 

In many leading commercial shops the BURGESS 
SUPREME TONE-TEX MAT is regarded by stereotypers as 
the finest mat available for advertising purposes. If 
you are interested in good reproduction of printed 
subjects it will pay you to use 
BURGESS SUPREME TONE-TEX MATS. 


BURGESS CELLULOSE COMPANY 


Manufacturers and Distributors 
of Supreme Tone-Tex Mats 


Freeport, Illinois 
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AR Reaches Out... 


to more advertising agencies than any other 
publication. If you sell advertising services, 
equipment or supplies to or through agencies 


AR is All Right ... For You 
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TRC a) Ladi for large size, 


short-run displays 


POPULAR, DECORATIVE 


Helmscenes 


chose BLACK BOX 
Collotype for the utmost in 
translucent beauty — both 


daytime and nighttime 


The natural, full-color brilliance of Helmscenes’ 
back-lighted pictures for the home, has resulted in 
fast-growing, sales popularity. This famous name 
wisely selected the best full-color printing at the 
lowest possible cost . . . Black Box Collotype*! 
Helmscenes, like all Collotype translites, are printed 
on two sides of special translucent stock. This gives 
the depth and brilliance necessary for backlighted 
pictures. And this beauty and color is retained, even 
without back-lighting, when viewed by day. 
Collotype translites are available in sizes 

from 8” x 10” to 36” x 48” and at 

economies secured from no other process. 

And BLACK BOX Collotype gives you the best! 
Write for our portfolio of samples! 


Helmscenes created by oe ; ) 
HELMS PRODUCTS, Inc. la *Collotype is sometimes referred to as 


Grand Rapids 5, Mich. photo-gelatin printing. It may be quickly identified 
by the absence of any screen dot. 


Telephone: AVenue 3-0262 


BLACK BOX COLLOTYPE STUDIOS, Inc. 
yx Photo-Gelatin Printers + 


Our New Address: 4840 W. Belmont Ave., Chicago 41, Ill. 
Kalamazoo Cincinnati St. Louis 
5-6165 Plaza 4218 Central 5068 
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into the real big money. 


By Vincent T. Tajiri 
Editor 
Art Photography 


She was a bright young thing. 
Several years of art school, a good 
working knowledge of photography, 
well-versed in public relations work. 
She had been hired over the heads of 
several women who had been with 
the food institute for several years. 
This, perhaps, was as it should be— 
she really did have some brand-new 
ideas about food publicity. 

She lasted approximately six 
months. 

Her problem? Maybe she knew too 
much. Or, maybe she didn’t know 
enough—it’s hard to tell. 

Aside from routine duties, her 
main job was to supervise the taking 
of pictures which showed the many, 
many clever ways in which the food 
institute’s products could be used in 
preparing meals. For this purpose 
she had to have photographs showing 
the use of The Product in every dish 
conceivable. Prints of these photo- 
graphs were sent to food editors with 
a recipe and a bit of prose relating to 
the economy, the deliciousness and 
the attractiveness of each dish. 


>She had it all figured out. “The 
reason we haven't been getting the 
publicity we deserve is because of the 
photographs,” she said. “Not that the 
pictures aren’t any good—they’re just 
not composed right.” 


ii a er 
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Getting the most out of a photograph requires special 
attention to the problem of cropping for the best effect. 


And she was determined to see that 
they were composed right. 

This was where cropping reared its 
little head. 

“Crop!” she told the photographer. 
“Crop tight! Let’s not have all this 
waste space, these extraneous details 
around The Product. Move in, move 
in with the camera and crop the 
dishes tight.” 

The photographer, who had been 
shooting the institute’s pictures for 
many years and had some visions of 
shooting them for many more years, 
protested. Not only was his pride 
injured but the possibility of the ac- 
count’s longevity seemed to totter. 
He argued for his pride but was cau- 


Horizontal to Vertical . . . This photo of a 
child and two rabbits was fundamentally a 
horizontal composition. It became a much 
more arresting picture when cropped to a 
vertical format. 


Photo by Stephen Deutch 
hs oi, 


tious because of the account. After 
his pride was partially salvaged, he 
gave in. 


> The food photographs, lovely things 
—excellently lighted, crispy sharp, 
“cropped real tight”—were printed in 
large quantities and sent out to food 
editors on the publicity release list. 

The results were a bit frightening. 
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BELOW 

Food photographs for publicity release are 
purposely arranged to allow room for crop- 
ping. This permits the user to crop the pic- 
ture to fit his particular needs. Crop lines 
on this photo of a meat dish illustrate two 
ways food editors might have used this pic- 


ture 


Photo by Shigeta-Wright 
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LEFT 

Negative elements in photographs should be 
eliminated by cropping. Extraneous details, 
untidy wires and out-of-focus lines have little 
“sell value and only serve to confuse and dis- 
tract. Crop them out and concentrate the view- 


er’s attention on the center of interest. 


BELOW 

Cats can be skinned in many ways, according to 
the old proverb, and a picture can be cropped 
in countless ways—depending on its purpose 
and use. The lines illustrate four ways this pic- 
ture of a tile inspector could be cropped. The 
picture in the lower right shows how the finished 
picture would look if cropped on the broken 


line. 


sauna 


Photo by Fred G. Korth 





Photo by Fred G. Korth 


ABOVE 

Though it is a practice that alienates photographers, frequently 
small, economy-minded advertisers crop to get multiple uses from 
a photograph. That is, by having a single, over-all photo taken, 
the budget-minded advertiser can later use sections of the photo 
for several different uses. For example, a single figure can be 
isolated from this scene shot at a boy’s training school and used 
as the cover of a brochure or in a small ad. 


Photo by Shigeta-Wright 


ABOVE 


This food illustration taken from a step-by-step instruction picture 


series illustrates two ways in which photos can be cropped to concen- 
trate attention on the action. The use of diagonal lines also helps 
keep the composition alive and interesting. 


ai 


HA. 


Photo by Stephen Deutch 


RIGHT 

This good advertising illustration was intentionally 
cropped (lower cut) to provide an example of how to 
place stronger emphasis on the product. The model is 
partially cut out of the picture, heightening focus on 
the product. 
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anyone can do 


Hand-Lettering / 
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All the ‘‘heads'’ and sample 


Sans.s._. igi veriroom ad lettered 
Caslon wi y¥ nglish 


any Size 


Now anyone can do a good job of hand 






lettering ...and do it exactly the size you 
want to fit your layout. More than 600 
variations in size and shapes of letters may 
be produced from one templet. 126 tem- 
plets and lettering styles to choose from. 


For complete information write Dept. 17 


VARIGRAPH CO., INC. 
eee | WISCONSIN 
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For, despite the beautiful composi- 
tion, the tight cropping, et al, very 
few food editors made use of them. 

There were several more sessions— 
more tight cropping. And then one 
day the lady did not come back. In 
her place came one of the assistants 
to the woman who had formerly held 
the job. 


> An interesting anecdote—but sure- 
ly there must be more. A moral, per- 
haps, relating that she who crops too 
tight may eventually crop herself out 
of the picture. Surely there must be 
an explanation—why was the home 
economist fired? 

This is the photographer’s explana- 
tion: “The girl did not know when to 
crop and when not to crop.” Appar- 
ently, her past experience had been 
with advertising illustrations where 
tight cropping is demanded. However, 
for publicity purposes, food pictures 
are most often used when they’re not 
cropped too tight. The reason for this 
is that most food editors are a bit self- 
conscious about using “free copy.” 
When they get a publicity release 
they'll write it over rather than use 
it verbatim because they’re afraid 
that others will use it straight. The 
same attitude prevails towards pub- 
licity photographs—they prefer a lot 
of space around the picture to permit 
them to do their own cropping. 

Similarly, stock photo buyers dis- 
like to use pictures as they come. 
Rather than run the risk of using a 
picture which may be later recalled 
as having been used to advertise an- 
other’s products, they will resort to 
devices such as “flopping”, outlining 
and—drastic cropping. 


>The editor who receives free pic- 
tures and the stock photo buyer crop 
because they feel it is necessary. 
When else should a picture be 
cropped? 

Here are five reasons for cropping. 
Perhaps you will be able to think of 
more. 


1. When lines which should run 
horizontally or vertically, according 
to the laws of nature, do not run par- 
allel to the borders of the picture’s 
margin—crop. 

Examples of this would be a hori- 
zon line in a seascape which seems in- 
tent upon running down-hill or an 
architectural shot where the building 
seems to be leaning to one side. With 
the Leaning Tower as the sole excep- 
tion, one should crop to align his ver- 
ticals or horizontals with the pic- 
ture’s edge. 


2. To remove a rigid, static quality 
from your pictures—crop. 

This may see the converse of rule 
#1 but since it applies to non-sta- 
tionary objects, it is not. Close-ups of 


heads, hands, books, etc., will appear 
stilted if their dominant lines run 
parallel with the sides of the print. 
By introducing a slight tilt with care- 
ful cropping a diagonal thrust can be 
created and the composition imme- 
diately becomes more alive and at- 
tention-commanding. 


3. To concentrate interest on the 
product—crop. 

Occasionally a photographer, car- 
ried away by his own artistry, will 
flood the picture with unessential ob- 
jects which only serve to distract 
from the product. If you're not a 
prestige advertiser and have little 
money to toss away on subtle adver- 
tising, be unmerciful: crop! This rule 
also applies to the wasted blank areas 
around the picture which, in the ver- 
nacular, is referred to as “air.” 
Simple, “design-ish,” “airy” layouts 
are good. It does not necessarily fol- 
low that photographs with an abun- 
dance of “air” are also good. After 
all, “air” costs money per inch when 
you're buying from both the engraver 
and the magazine space salesman and 
the revenue it brings home is just as 
diaphanous. Suffice it to say that 
“air” is good—if you can afford it. 


4. To accentuate a mood or a 
thought—crop. 

Your photograph shows tall build- 
ings hovering over a narrow avenue 
and you wish to emphasize the height 
of the buildings—crop picture into a 
narrow, vertical format. Or, you have 
a photograph of a dancer in action 
moving towards the left of the pic- 
ture. To heighten the impression of 
action, crop in from the left side so 
that the dancer appears to be vir- 
tually leaping out of the picture area. 


5. For unusual shapes to attract 
the eye—crop. 

A cigarette company recently ex- 
ploited an unusual illustration for- 
mat by commissioning a well-known 
photographer to shoot portraits with- 
in the limits of a one-column by 10” 
panel. Because of its uniqueness, the 
ad caught the eyes of its readers. To 
carry the description “unusual” a 





“Since we got him our production has 
really jumped!” 






2CpruUaryY 17090 " a ” 


step further, advertisers of artist’s 
supplies have used illustrations in the 
shape of a pallette, a facial cream 
manufacturer cropped a portrait of 
a lovely girl into the shape of a hand 
mirror, etc. While the latter examples CTOP WKY N of B de CK OPA 1 3 
indicate the extremes to which crop- 
ping can be performed, one might 


study his pictures for the possibilities ele color sepa ration overlays 


of unusual, eye-catching shapes. 


>These are the most important 
reasons for cropping. There are other 
reasons, to be sure. Cropping in order 
to conform to layout specifications is, 
of course, taken for granted and, 
therefore, not included in the above 
categories. Layout or no, it should be 
remembered that photographers ad- 
here to the 4:5 proportions mainly 
because of expediency—photographic 
films and papers are supplied in 4x5, 
8x10, 16x20-inch sizes. And while 
from a visual point of view the 4:5 
represents the most pleasing and 
practical proportions, it should never 
be considered as binding. We would 
only caution against the use of the 
square format which—in its symme- 
try—tends towards being static. 
A device which proves an invalu- 
able aid in cropping—especially for 
the uninitiated—is the use of “L’s.” 
Shaped like a carpenter’s square, two 
right-angles can be cut out of a heavy gy gy [ af 
grade white cardboard and used 
over the face of the photograph. By a 
manipulating these about to mask | 
out areas of the print, one can im- o18 rges ge ns@paque 
mediately see how a photograph can 
be cropped to be most effective. 
Cropping, after all, is relatively 
simple. Anyone with any inclination 
towards good composition should, OO tt ee oo ool ae 
after a few sessions with the L's, ELIMINATES GUESSWORK - you can check what you've got. 
be able to develop his artistic judg- 
ment to the point where he can pick 
up a photograph and instinctively 
sense whether or not it can be im- , ; 
proved by cropping. But don’t take . Available at all the leading art supply stores. 
our word for it—go ahead, try it. 44 


ECONOMICAL - Transopaque reproduces the same as black. 


Film Dryer Chemical BOURGES COLOR CORP. 80 Fifth Ave., New York 11, N.Y. 
Introduced by Braun 


A new product, “Braun Rapid 
Film Dryer,” which reportedly dries 
all photographic film in three min- 


utes, has been announced by Braun Cont ILLUSTRATION BOARD 
Laboratories (Philadelphia). The 
company suggests the new product 


will be a valuable help to both com- 
mercial and amateur photographers. 


a7 
The company says that the prod- at 
uct will not stain, curl, shrink, frill (' / | () 
or reticulate any film, regardless of 
the film’s speea or thickness. The \ 
' 
bond 
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is the secret formula for ... 


new dryer reportedly has been 
tested by such companies as R.C.A., 


Curtis and Bell Telephone. . eee CHICAGO 
The chemical is available in pints, CARDBOARD CO. 
retailing at $1.50, and gallons at $9. 


44 


arty, Or ke 


1240 N. Homan Avenue Chicago, Ill. 
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GRAPHIC FACTS 


are dramatic facts 


And you con make graphs 
yourself quickly, easily 
and save the cost of the 
Kit with your first chort 
without ever touching a pen! 


Translating information into chart form is the best 
way to sell your story quickly and dramatically 
and NOW —with Chart-Pak—everything you need 
is printed on rolls of tape! You roll on dotted lines, 
bars. figures, dates. You can't make a costly error- 
it can be taken up as quickly as it is put down. The 
average charting time is minutes—the cost—far 
less than other methods. And you or your secretary 
can do it. 


A complete kit with twenty-eight 
300” rolls of many patterns and 
colors is only $34.50 


mace mane CHART-PAK, INC. 

100 Lincoln Ave. * Stamford, Conn. « Dept. 94B 
Rush that Chart-Pak information to: 
Nome 


Compony__ 
Address 


eee eee eee eee eres 
eee ere eee eee eeeee 





for Your 
House Organ 


Continuity in 
advertising and 
personnel relations 
pays real divi- 
dends. A good 
house organ, inter- 
nal or external, 
can help establish 
your program on a 
sound basis. 


It needn't be 
expensive. Offset 
printing is versa- 
tile, eliminates cuts, 
permits more im- 
aginative art, 
reproduces practi- 
cally any copy 
photographically. 


Whether you have 
a house organ or 
plan one, you 
should see the vari- 
ety produced by 
RCS as shown in 
your FREE House 
Organ Idea Kit... 
including low-cost 
planogrephed 
issues and the 
current price 

list for 
black-and-white! 


Please rush my FREE copy of the RCS 


House Organ Idea Kit to: 


OFFSET PRINTERS 
123 N. Wacker Dr. 
Chicago 6, Illinois 
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Automatic Re-fill . . . A click of a but- 
ton in the top of this new Rule-O-Matic 
drafting pen automatically refills the nib 
from a special cartridge which reportedly 
holds an amount of ink equivalent to 132 
re-fills from an ink bottle. 


Push Button Drafting 
Tool Devised by Firm 


Ink-stained fingers from re-filling 
ruling pens are avoided with a new 
pen by Rule-O-Matic Corp. (New 
York). The drafting pen works on 
a push-button principle which auto- 
matically refills it without dealing 
with messy bottles and dripping 
points. 

Designed like a traditional draft- 
ing pen, the new Rule-O-Matic hold- 
er contains an ink cartridge that re- 
portedly holds the equivalent of 55,- 
000” of ruled lines. The ink, pre- 
pared by Artone Color Corp., is gov- 
ernment-approved, standard India 
ink. 

According to directions issued by 
the company, the pen’s nib is filled 
by simply pressing a button on the 
cap. A concealed feed-tube is acti- 
vated, releasing the exact amount of 
ink needed for a refill, without neces- 
sitating any wiping of the outside 
of the nib. New cartridges for the 
drafting pen are available. 

The Rule-O-Matic pen retails for 
$14.95, complete with two cartridges 
and a case. Refills are priced at three 
for 59¢. Further information is avail- 
able. 


For your copy circle No. 722 on the 
Reader’s Service Card inside back cover. 


Allen-Wayne Co. Offers 
Folder of Technical Art 


A file folder of reproductions of 
technical artwork done by Allen- 
Wayne Technical Corp. (New York) 
has been compiled by the company 
and is offered to persons who are 
interested. Many of the reproduc- 
tions in the file folder are of art that 
was on display at the Advertising 
Essentials Show. 

Most of the originals from which 
the reproductions have been made 
up were in full color, according to 
the company’s announcement of the 
file folder. New reproductions will 
be added to the folder from time 
to time. 

Allen-Wayne prepares graphic in- 


| KODACOLOR prints, 32c each 
| DUPLICATE 35 mm slides, 25c 








X16076 . . . one of the thousands of our stock pictures 
for $15, with $5 off If you use our credit line. 


for stock pictures, set your course for 


UNDERWOOD & UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $1.00 for 9th Edition Catalog to 


319 E. 44, New York 17 , 646 N. Michigan, Chicago 11 
Tel. MU 4-5400 Tel. DE 7-1711 
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COLOR PRINTS 


From Your Color Films 


Satisfaction or your money back 
Fast service—high quality. 


KODACHROME 
from | ANSCO COLOR 
EKTACHROME 





Minimum order $1 


No COD's, pleose 
FILM PROCESSING: Ansco-Ektachrome 


120-620; 20-exp 35 mm; $1 per roll 
COLORFAX LABORATORIES 
Dept. R-25: Box 3521, Georgetown Sta., Washington 7, D. C. 
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HARRY VOLK'S NEW JUNIOR 


CLIP BOOKS F,, 


America’s top ready-to-use art service 
Just clip and paste. Write for sample 
issue FREE! No obligation 

HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 2, NEW JERSEY 





torest ACROLITE: 


@ *'500"" MATTE ae 6 
(You can work over!) 
© "100" CLEAR Acrylic. 
**600"" Damar Varnish. 
® Glossy and Matte BLACK os 
and WHITE. Rich Gold and Aluminum 
SOLD AT ART SUPPLY STORES, 
Write Today for FRFE Literature. 


ACROLITE, INC., Dept. AR, HILLSIDE, N. J. os 


. for more details circle 761, page 105 





terpretations of engineering draw- 
ings and sketches, technical catalogs, 
brochures and reports, mechanical 
and industrial photo retouching, 
drafting to military specifications, 
film animation and technical man- 
uals. 


For your copy circle No. 723 on the 
Reader’s Service Card inside back cover. 


Low Cost Color Prints 
Produced by US Color 


Popular size color prints made 
from Kodachrome or Ektachrome 
transparencies are now available in 
small lots at low cost, the US Color 
Co. (Portland, Ore.) has announced. 

The company hopes that its new 
service will offer advertisers color 
pictures, for use in sales portfolios, 
displays, annual reports, etc. at 
prices closely competitive with black 
and white. US reports that its new 
high fidelity process faithfully re- 
produces transparency colors. Prints 
are available in sizes ranging from 
4x5” to 20x24” and in quantities of 
10 prints or more. 

The popular 8%x11” size is avail- 
able at $1.50 each, plus a small set- 
up charge, in lots of 25 or more. 
Prices for 4x5” prints run as low as 
38¢ each, while 20x24” prints are 
priced as low as $6.50 in quantity. 
Sample prints and additional infor- 
mation are available. 


For your copy circle No. 724 on the 
Reader’s Service Card inside back cover 


New Price List Issued 
By Color Corporation 


A new price list covering its serv- 
ices in production of color prints, 
Flexichromes and display transpar- 
encies has been issued by Color 
Corp. of America (Tampa, Fla.). In- 
cluded in the price list are two new 
services improved Ansco Color 
Printon prints and a Flexichrome 
matrix service. 

Services offered by CCA also in- 
clude Kodak dye transfer prints. 
Prices range from 75¢ each for 4x5” 
prints in quantities of over 700 to 
$150 for a single, mounted 40x60” 
print. 

Prices for Printon prints start at 
$2 for the first 4x5” subject, al- 
though there is a special masking 
price of $10 to obtain highest quality. 
Quantity prices run as low as 75¢ 
for 50 or more 4x5” subjects and $7 
for similar quantities of 20x24” sub- 
jects. 

Display transparencies are avail- 
able as low as $3.50 in quantities and 
Flexichrome matrices range in price 
from $3 to $75. 


For your copy circle No. 725 on the 
Reader’s Service Card inside back cover 








"The Savings in Art Time 
Paid for Our Art-0O-Graph 


...and saved our client art costs” 


Art directors at the Ambro Advertising 


Agency discuss project that paid for 


their Art-O-Graph. 
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AMBAG ADVERTIS! 


wo ADeRCT 


On YOUR next production job, put an Art-O-Graph to work and /et it 
earn its cost, as it did for Ambro Advertising Agency, Waterloo, Iowa. 

Day in and day out, on every job, small or large, it will continue to earn 
money for you, by sharpening and speeding art production all along the 
line. You'll find it a big help in doing layouts, finish art, scaling, drawing, 
keylines, visualizing. Helps avoid costly errors; eliminates stats. 

Projects images directly on drawing board, enlarging 4 times, reducing 
4 times. No tracings or intermediate steps; convenient controls; all-steel 
lifetime construction; beautiful hammertone, warm gray office finish; fits 
any drawing table; shipped completely assembled. 


Other Satisfied Users Say... 


INDUSTRY 


ART STUDIO 


10 DAYS FREE TRIAL 

See your art supply dealer 
or write, wire or phone for 
details on 10-day trial 
(without obligation or 
cost), We'll send folder 
describing Art-O-Graph 


and step-by-step descrip- | 


tion of many uses. 


We have been using the Art-O-Graph in our plant for 
about 18 months and as time goes on we are finding 
many time and labor-saving jobs that it will handle. In 
fact, the machine paid for itself in a year, easily—W. T. 
Gilchrist, President, GILCHRIST BAG CO., Camden, 
Arkansas. 


| use the Art-O-Graph for everything, constantly. It's a 
wonderful "third arm”. Just the elimination of stats will 
help pay for it in short order. | do annual reports and 
other big jobs, and Art-O-Graph has become indispens- 


able to me. Herb Ruud, BENDELOW AND ASSOCIATES, 
Chicago, Ill. 


In an art operation like ours—we have 40 artists, time 
and expense are vital factors. We're constantly fighting 
deadlines and trying to hold down rising costs. Art-O- 
Graph helps us do this. In fact, it has helped us so much 
that we wish we had purchased it much sooner. It would 
have saved us a lot of headaches. Ernest O. Fisher. Ad- 
vertising Art Director, THE CHICAGO TRIBUNE, Chicago. 


“Photo is of staff artist James J. Pascal” 


DIVISION OF 


GEL, INC. 


214-A PHOENIX BLDG., MINNEAPOLIS 1, MINNESOTA 
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Giant Photo Murals 
Pictured in Catalog 


* 
. 


Huge photographic murals, suit- 
able for displays, exhibits or decorat- 
ing offices, are described and illus- 
MURRAY HILL 7-2595 trated in a catalog issued by Photo- 

a ; ee ee mammoth Murals (North Hollywood, 
EKTACHROME PROCESSING Cal.). The company offers murals in 
DYE TRANSFER COLOR PRINTS 


any size, mounted or unmounted, in 
Call or write for FREE DUPLICATE TRANSPARENCIES black and white, sepia or full color. 
16 pg. handbook containing FLEXICHROME yy MATRICES 


Among the photographic subjects 
useful color information plus other essential services for that can be selected for a mural are 


reproducing and projecting color. scenes of the West, Hawaii, New 

KURSHAN & LANG 10 east 46th st, new york 17, n. y.| York and the mountains of North 

; Carolina. Photomammoth also will 

make any size blow-ups of negatives 

submitted to the company. Prices 

1 range from $9 for a 30x40” black and 

— Soe white mural to $46 for 40x72” full 
color mural. 


———““ms eee ew ewe ee ey 
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Reader's Service Card inside back cover 


Marketing Photography 
Designed to Aid Sales 


BEST-TEST” never wrinkles A new service, Marketing Pho- 

— curls — shrinks. Excess tography, for use in marketing, sales 

tubs off clean. d Se , : te described 3 
FOR THE GRAPHIC ARTS A MUST. and Saies pI! omotion, 1s describe In 


A size for every purpose. Sold a brochure by the originator of the 
by Stationery, Artist Supply and =e : i =a omnetes 
service, Phil Brodatz amaica, 
The most complete catalog of its kind ever Wry, Photographic Dealers every- N.Y . (J ' 
published! ARTISTS’ SUPPLIES, SILK K where . ¥.). ' 
SCREEN AND SIGN SUPPLIES — THOU- UNION. RUBBER Mr. Brodatz is a photographic 


SANDS OF ITEMS LISTED! Request must & ASBESTOS CO. illustrator who believes that mar- 
be on your company letterhead. TRENTON, N. J. 


keting photography is a specialized 
THE OHIO ART MATERIALS CO. field and demands specialized treat- 
2174 E. 9th St. Cleveland 15, Ohio 


ment. His service is available on a 

se aiinia Maasai aki tone ge consultation basis for analysis of 

problems and suggestions for solu- 

tion, or on a performance basis with 

GRAPHIC ARTS TOUR Ce os Marketing Photography supplying 

PORE the complete package of concept, 

ey all at) 23 photography, art and layout, accord- 
ing to the brochure. 





OLS 


derutce La 


Tella : ee oo 
. . . or your copy circle No 2 on 
@ For the first time in almost 15 years, PPT ATEE Reader's Service Card inside back cover 
a special tour which will visit printing 


plants, type houses, paper mills, top-flight rea RoLIN A thi MAJOR Produce Color Duplicates 
design studios and the cultural art centers Lorna PHOTO CO. 


of 7 European countries. All under the alia 1210 N. CLARK ST. Of Stereo Transparencies 


; Rae Tera 
leadership of Eugene M. Ettenberg! Pear cs pap angio Photographic color duplicates of 
chigan 2- 


on regucst 35mm, half-frame, stereo transpar- 
e SEND FOR FREE TRAVE : : : ; 
aincnmenidiies L ITINERARY . for more details circle 823, page 105 encies and film strips are now being 


ene nenenenenneeeeeeneme adie » Bebell & Bebell Color 
PUT Me Vata cw) 13 - pr swemtodd a Phy nee 
24 W. 40 St., N. Y. 18 - CH 4-2878 | 


The company offers to produce any 
number of exact color duplicates de- 
. fer mere details circle 766, page 105 sired. Prices for duplicates mounted 

in standard paper masks are 80¢ per 
. stereo pair, 50¢ for each 35mm dupe. 
Save 40 minutes a day | troros in quantity repro- h a aiae iar eae aaa 
These also may be ordered at a 
rf ; DUCED FROM YOUR ORIGINAL 5 
specifying type.... 


PHOTO, NEGATIVE OR _ a slightly higher price mounted be- 
GUARANTEED AS GOOD OR ° ° 

Transparent overlay alphabets—389 of them—enable THAN YOUR ORIGINAL. BLACK AND cE tween optical glass or in metal frames 

you to save 40 minutes daily, or more. Exclusive in = ° . ; ‘ 

this new 8th edition, useful and practical TYPE BOOK. ment th ge heat pA enn for greater protection against hand- 

Only in this type book will you find 155 type styles v ? . -_ . —_ 

PRINTED IW REVERSE. in small sizes’ You can SATERIED CUSTOMERS COAST TO s ling and to prevent buckling during 

choose aclean reverse type in six seconds, with the help ; ‘ projection. 

of this page. Also locate any type in this WORLD'S 


HANDIEST TYPE BOOK 8th edition. I U LS re) N S T U Oo Additional details on the new serv- 


Send postal for free information 


ae ‘ CONN. ice are available. 
F. H. Bartz, 112 W. Kinzie St., Chicago | SS2MMILUAS merase 


Fer your copy circle No. 728 on the 
Reader’s Service Card inside back cover, 
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Cutting 


Often the more you pay the 
more you save when producing 


tv films. Sounds unlikely, but 
that's been the experience of 
producer Bill Hart of Washing- 
ton. 


By Robert B. Konikow 


There’s only one way to beat to- 
day’s high cost of film production, 
says William Hart, production direc- 
tor of National Video Productions 
(Washington, D. C.), and that’s to 
keep a careful eye on the budget 
and to trim away every unessential. 
That doesn’t sound very new, and it 
isn’t . . . but until you’ve tried it 
you won't believe how many unes- 
sentials you can find in motion pic- 
ture production. 

Because of his experience in a 
variety of different phases of tele- 
vision production, AR asked Mr. 
Hart to outline some of the basic 
guides for keeping down tv film 


On 


production costs. The secret of effect- 
ing economies lies, he said, in a thor- 
ough knowledge of the costs of mak- 
ing motion pictures. Take as a start- 
ing point this theoretical, but typical, 
summary of the costs of a single 
day’s production: 


Stage rental 
Lighting 
Electrician . 
Sound recording 
Two cameras.... 
lst cameraman 
2nd cameraman .... 60.00 
Asst. cameraman 30.00 
Grip sae 
Script girl 30.00 
Talent . 200.00 
Director 100.00 


$894.00 


$100.00 
60.00 
31.50 
80.00 
100.00 
75.00 


If you look through this tabula- 
tion, you see that all these items are 
time charges. In a normal eight hour 
day, it costs the producer almost $2 
a minute, regardless of how much 
film he happens to expose. If it takes 
him an hour to set the lights, he has 


RADIO & TV PRODUCTION 


ID Films 


spent over $110. If he has to wait 
only ten minutes while everybody 
looks for a missing prop, there is 
another $20 wasted. 

If, during the whole day, he is able 
to complete ten minutes of finished 
picture, the studio costs for that 
footage amount to $89.40 per minute. 
If, on the other hand, you can man- 
age to shoot 25 minutes of completed 
film, your studio cost will drop to 
$35.76, or just about one-third. This 
is a substantial savings, and it is the 
major place in which high costs can 


be licked. 


> Anything that can be done to re- 
duce these heavy production charges 
will result in savings. For example, 
Mr. Hart likes to make a practice of 
setting up and lighting the day be- 
fore shooting. There is a small charge 
for studio rental and the labor re- 
quired to get ready, but when the 
whole staff reports for work the 
next morning, there is no waiting 
around until things are ready. This 
adds up to greater production, and a 
lower over-all cost. 
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This schedule of charges is the 
guide to other types of expenditure 
as well. Do you really need an as- 
sistant cameraman? Look at your 
script and shooting schedule. If an 
assistant can save just 15 minutes 
during the entire day, he has justified 
his salary. And the same evaluation 
goes for the electrician and the grip. 

How about the director? Can you 
afford to pay a man $100 a day on a 
low-budget production? Mr. Hart 
feels that you cannot afford to pay 
less it you really want to economize. 
A good director can see that the pro- 
duction group functions smoothly 
and efficiently with a minimum of 
wasted motion and time. And the 
results will continue to bring econ- 
omy when the footage reaches the 
cutting room. Under skilled direc- 
tion, cuts will be smooth and logical, 
insert shots will be available when 
needed, and the editor has the mini- 
mum of headaches. 


> But do you always need a direc- 
tor? To old hands in the motion pic- 
ture industry, this is heresy. A news- 
reel cameraman needs no director, 
but when you get in a studio, with 
people ...! But if he is not needed, 
he is an expensive addition to the 
budget. 

Take for example a panel discus- 
sion show, like the Marquis Childs 
show, produced by NVP. It required 
no director. Two cameras and cam- 
eramen were used. As the discus- 
sion bounced back and forth among 
the moderator and the panel mem- 
bers, the men behind the cameras 
had the job of following it. They 
were responsible for getting cover- 
age of the man talking. They couldn't 
wait for director’s instructions, or it 
would be too late. No director was 
needed, none was hired, and the 
budget was that much lower. 

When you hire a director, be sure 
he is worth the money he is paid. 
Some simply cannot work on a low 
budget. There is, for example, the 
man who shoots a scene eleven times, 
hoping to improve his first take, 
which was perfectly adequate, and 
which he finally settles on after an 
hour and a half of shooting. In this 
respect, the director whose experi- 
ence has been confined to live tv 
shows is at an advantage, since he 
has never heard of a retake. On the 
other hand, he knows little or noth- 
ing of the requirements of the film 
editor in demanding smooth transi- 
tional shots. Never having had to 
cut a picture, he doesn’t realize the 
extra time he is lining up for his 
editor. A good cameraman may know 
better and grow uncomfortable as 
he sets up series of shots that won’t 
go together, but on the set the direc- 
tor is—and must be—the boss. 
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With a good director, even such 
minor items as lab costs can be cut 
down. With careful notes of each 
take, the director knows which of the 
takes can be used, and only those 
will have work prints made. This 
saves both lab time and editing time 
—to the tune of about 75% of these 
items! 


>One of the big bites out of a 
budget is the cost of labor. Any econ- 
omies along this line will quickly 
show results in the final figures. 
While Washington is not a closed 
shop town, Mr. Hart prefers to use 
only union labor. True, the hourly 
rate may be somewhat higher, but 
labor that knows its job is cheaper in 
the long run. Having men who know 
what they are doing avoids costly 
mistakes and delays on the set. 

A good example of getting the most 
economy into production is a series 
of five-minute health subjects, en- 
titled “MD,” which Mr. Hart pro- 
duced. He was told that on the basis 


of traditional motion picture prac- 
tices, he could expect to film two 
subjects in an eight-hour day and 


part of a third ... if he was lucky. 
Bill Hart’s experience has been in 
radio and tv, where a show of this 
length was put on live after an hour 
or so of rehearsal, and the longer 
time seemed unnecessary to him. 

In order to avoid traditional, but 
unjustified, practices, he decided to 
produce the series himself with his 
own production group. A mechanical 
prompting aid was provided for the 
doctor-commentator, who had the 
most lines. Cue cards were tried and 
discarded, since they were clumsy 
and impossible to use without giving 
away their presence through the 
motion of the actor’s eyes. The tv 
prompter has worked out exceeding- 
ly well, but Mr. Hart likes to empha- 
size the “prompter” part of the name. 
It is not a reader, and is helpful only 
when used as a reminder for an ac- 
tor who has studied his lines. 

It took time to develop production 


procedures, but of the last group of 
“MD” films, ten were produced in a 
single day’s session. The production 
crew on this day was the largest that 
ever was used for this series, but 
when the final figures were added 
up, the cost per program was the 
lowest of all. 


>In dealing with sponsors, Mr. Hart 
has learned that money can both be 
wasted and saved by proper planning 
in advance. If the sponsor has com- 
petent personnel to work on the pro- 
duction, there is no need to hire ad- 
ditional people for the job. Many 
advertising agencies, for example, 
have skilled producers or script writ- 
ers and can handle those functions 
effectively. Under such circum- 
stances,the producer can supply, and 
charge accordingly, just those men 
who are needed to complete the pro- 
duction crew. 

This will result in a reduction of 
the out-of-pocket cost to the pro- 
ducer. But this is true only if the 
sponsor’s man is actually competent. 
Too often he has only the most rudi- 
mentary idea of his proper duties and 
resposibilities. In that case, picking 
up the loose ends after he is through 
becomes far more expensive than 
necessary, and often it is impossible 
to complete an acceptable film. 

Bill Hart recalls a short film which 
was to be built around the recorded 
and photographed talk of a well- 
known public personality. He was an 
accomplished speaker, and his staff 
didn’t feel it was necessary to have 
either a rehearsal or an outside di- 
rector. “He’s been doing this kind of 
thing all his life, and doesn’t need to 
take time to rehearse. George, from 
our office, will handle the direction, 
and that will save us a director’s fee,” 
they said. George was probably ex- 
perienced in direction, having shot 
pictures of his children around his 
Christmas tree at least twice. The 
notable personage was shot, using 
two cameras and cameramen and a 
sound technician, all on an hourly 
basis. George handled the direction, 
and the net result was a six-hour 
session instead of a two-hour one, a 
doubled time for editing, and a 
jumpy film at the end of it all. 

On the other hand, the head of a 
government agency came to make the 
introduction to a film, and he agreed 
to spend enough time for proper re- 
hearsal. The total cost was lower 
and the end product was more satis- 
factory. 


>» Another warning, learned from sad 
experience, is to beware having the 
boss play an important role. It is so 
often tempting, because who but the 
boss can speak with such conviction, 
who can speak with more authority, 





Help From a Prompter .. . The doctor- 
commentator for a filmed health series 
was aided with his lines by mechanical 
prompter. This in turn speeded up filming 
of the series and helped cut costs 


whose salary is not included in the 
production budget? And who isn’t 
flattered by being asked to be in the 
movies? 

Unfortunately, it rarely works. No 
matter how dynamic an executive, 
how vivid a personality, it takes a 
special skill to project those qualities 
before a motion picture camera. A 
stranger to the procedures and re- 
quirements of such a situation can- 
not handle himself properly before 
the camera. He doesn’t have the poise 
to recover after a routine fluff. He 
finds it difficult to maintain the same 
spontaneity the seventh time he 
mouths a speech as he did the first. 
He forgets that the camera has a 
limited depth of focus, the micro- 
phone a limited range, and the rat- 
tling papers sound louder ona sound 
track than they do in the studio. 

If you must use the boss, and there 
are times when it is a must, try to 
keep his appearances to short se- 
quences. Introduce him, let him say 
a few words, and then let a pro- 
fessional carry on the commentary. 
In addition, allow enough rehearsal 
time. It’s cheaper to rehearse in ad- 
vance than to do it in front of a full 
crew, with cameras rolling away. 


>The use of inexperienced person- 
nel, on either side of the camera, 
has proved to be the greatest threat 
to the budget in the experience of 
Mr. Hart. When it seems that the 
sponsor will force such a situation, 
the only defense is to refuse to give 
other than hourly rates as a quota- 
tion. 

Mr. Hart has picked up a few more 
specific suggestions in the course of 
keeping an eagle eye gn budgets. 
Here are some of them, in no par- 
ticular order: 

e Start with the script ... and keep 
a careful eye on achieving the de- 
sired effect economically. If the story 


must have a public rally, don’t write 
in a scene where the speaker leaves 
the platform and storms up and 
down the mail aisle, surrounded by 
a thousand extras. See if you can 
confine your action to a low-shot of 
the speaker, with a committee seated 
behind him in the audience. If you 
must have an audience, try to cut 
in stock shots. 


e Watch your location shots care- 
fully .. . especially when you want 
direct sound out-of-doors. If you 
have to have an exterior shot, see 
if you can’t shoot it silent and per- 
haps dub in the dialogue later. This 
isn’t too hard if you watch camera 
angles. 


e Film is the cheapest item in your 
budget . . . if in doubt reshoot rather 
than be forced to recall the whole 
crew and do it again three days later. 
And be sure you have enough film. 
If it isn’t used, it won’t go to waste. 


e Get enough large film magazines 

. and have them all loaded before 
shooting starts. It costs just as much 
to have the whole crew just waiting 
while the cameras are reloading as 
it does to have them in production. 


e Set up a production time table... 
giving exact hours needed for each 
member of the crew—and stick to it. 
This will pay off when the hourly 
rates are added up. 


e Be sure to specify edge-numbered 
stock . . . it doesn’t cost any more, 
but it will save plenty of time in 
editing. 


e Don’t skimp on equipment... you 
can’t get professional results unless 
you use professional equipment, and 
the increased cost is soon made up by 
the decreased time needed to do the 
job. 


e Leave something in the budget to 
take care of contingencies . . . always 
expect the unexpected—and be ready 
for it! 





Pick a Bonus 
Combination... 


Here’s a pack- 

age deal that's | 

fit to be tied and |! 

wrapped for | 

economy! Com- | 
bine your insertions in any | 
two—or three—of these | 
publications, 


e Advertising Requirements 
e Industrial Marketing 


e Advertising Age 


issued by 


Advertising Publications, Inc. 


By combining your total 


number of insertions you 


discount for each, and the 
minimum rate-holder 
regulations apply for 
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Now .. get movement on your TV slides 


for almost the same cost as still slides. 


It’s a new trend inspired by Filmack - 
pioneered - stop- motion techniques. 


Contact Filmack for all your TV film problems! 


Lt 


1332 South Wabash 
Petts -l-( e Pd 


10 Seconds 


Plus small cost 
of reproducing 
your art 


SEND FOR 
SAMPLE REEL 


PC ie Oa] 
New York, N.Y. 
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Atlantic 


a Brighter White 


Otiset fa 


V BRIGHT, BRIGHT WHITE 4 


Compare Atlantic with any offset. It’s a clean, spar- 
kling white sheet that gives extra life to every job, 


whether in one or six colors. 


Y OUTSTANDING BODY 


It’s got just the right bulk and stiffness to feed 


through your presses smoothly and accurately. 


Y MOISTURE-CONTROLLED 
New Atlantic Offset is moisture-controlled ensuring 


dimensional stability for accurate register on every 
run. 


VY UNIFORMITY 
From sheet to sheet, one mill run to the next, 
Atlantic Offset has the uniformity you need in color, 


cleanliness and affinity for ink. 


Try some 


Eastern on your next job! 


Get a Sample Book Today! 
Rene ea eee |||lUe 


Corporation 


taste 


[K) BANGOR, MAINE —_— 
Street 


Makers of Atlantic Bond and 


other Fine Business Papers 


84° ar February 1955 . for more details circle 793, page 105 





RIDING HERD 


ever changes in paper qualities and characteristics 


A lithographer has developed a unique system of patrolling improvements 
in printing papers that is as practical for admen as it is for printers. 


By Charles V. Morris 

There are many highly intelligent 
paper-buyers among printing and 
lithographing shops across the coun- 
try. These men go studiously about 
their jobs, as well-informed about 
paper as most paper people. 

It’s their business, these paper- 
buyers say, to know the advantages 
and benefits of using “one paper over 
another.” It’s their business, they 
add, to watch trends in paper-mak- 
ing, to try to determine the influence 
of the new papers or new paper- 
making techniques on “ink consump- 
tion, plate affinity, press speed and 
bindery performance.” 

“This is a changing graphic arts 
world we live in,” philosophized De- 
troiter Andy Goodman. “It’s my job 
to guard against troubles that might 
arise if paper qualities and paper 
characteristics change without my 
knowing about them. Today’s leader 
may be tomorrow’s also-ran. Com- 
petition among paper manufacturers 
benefits the printed word.” 


>How does Andy patrol the paper 
market that principally affects his 
purchases and his plant’s use of 
paper? 

Typical offset paper represents the 
majority of the tonnage Andy’s shop 
processes. His sample files of offset 
papers are the envy of any paper 
man. Every grade made — every 
weight, every finish —is catalogued, 
with standards representing qualities 
at a given date. From the given date 
on, changes in qualities — whiteness, 
brightness, finish, opacity, dimen- 
sional stability, caliper thickness, 
likesidedness, foldability, stiffness, 
fiber content — are matters of record. 
e When smoothness of finish is a de- 
sirable quality for a given job, Andy’s 
“patrol” system selects the foremost 
grade of recent experience. 

e When extra bulk—“heft,”’ “feel”— 
is the desirable quality, Andy’s 
“standards” tell him the story. 

e When “foldability” is the indicated 
essential of the offset paper, grades 


showing the greatest degree of sup- 
pleness are considered. One or two 
usually excel! in this respect, he says. 
e Some offset papers are “stiffer,” 
Andy’s experience shows, and he 
catalogs them “perfect” for posters, 
calendars and most books that are 
mechanically bound. 

e Other offset papers are “pigmen- 
tized”—both sides impregnated with 
a machine-coating, that is. Andy 
rates them most desirable under cer- 
tain conditions. He has, in recent 
months, been able to catalog papers 
by their “likesidedness”’—more uni- 
form “side-to-side ink consumption” 
when run on Andy’s Perfecting press. 
Andy credits your reporter with this 
advance in his study of offset papers 
he uses. He now owns an ultra violet 
lamp, and he says he has followed 
the practices and suggestions out- 
lined by Ernie Schmatolla (Publish- 
ers Printing Co., New York) and 
me in a report we wrote for the 
Test and Research Committee of the 
New York Club of Printing House 
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Andy Goodman’s Paper Filing System 


Grade: 

Manufacturer: 
Merchants: 

Ream Weight, 25 x 38: 
Whiteness: 


Cream 


l 


l 


Brightness: 
_ 


Finish 
Smooth 


Smooth-Vellum 
Vellum 
Antique 


Bulk: 
Single sheet 
2 sheets 
4 sheets 


Craftsmen. Andy also uses the UV 
examination method to help guide 
him in the selection of offset papers 
that are most opaque. 


> Now, most of the qualities Andy 
rides herd over are “visible” or 
“feelable.” His eyes and his sensitive 
finger tips are his “laboratory” tools. 
Nor is his inquisitiveness any draw- 
back to success with his paper 
studies. He asks questions like an 
experienced reporter and researcher. 

Andy watches the market as a 
hawk does a quarry of chicks. 

His friends among the paper mer- 
chants cater to Andy’s studiousness 
and keep him in continuous touch 
with changes and improvements in 
old grades, and they introduce him 
to new papers while they’re “hot.” 

Andy admits there’s nothing so 
unusual about his “patrol” of paper 
qualities that other paper-buyers 
can’t copy “chapter-and-verse.” 


>The filing system’s simple. Regu- 
lar 11x17” samples, folded to 812x11”", 
are maintained in typical file folders 
in typical file cabinets. On the face 
of the file folder is listed all the es- 
sential information Andy needs to 
know (see chart). 

It isn’t difficult to make any of 
these tests. As a result of his tests 
Andy “grades” his “standard” sam- 
ples 1, 2 or 3. “Good, better, best,” 
Andy describes this system and adds, 
“There are no bad papers. Some are 
more suitable than others for specific 
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@ Opacity: 


ee a ee 

Dimensional Stability: 
Ly 2 F727 8: f) 
Likesidedness: 


ys oan 


J 


Foldability : 
) a 


Stiffness: 
ee 


Fiber Content: 
With Sulphate 


Without Sulphate 
With Titanium Oxide 
Without Titanium Oxide 


With Old Papers 


Without Old Papers 





jobs. I try to blissfully mate them— 
paper to job.” 

Two-by-two inch samples of each 
of Andy’s standard quality offset pa- 
pers are mounted on a board he calls 
his “Offset Paper Standards” as of a 
certain date. These grades, side-by- 
side, are identified by manufacturer 
and by grade name. Fifty-pound— 
25x38”, 50 lb.—samples are beside 
competitive 50 lb. samples; 60 lb. be- 
side 60 lb. samples and so on up to 
80 lb. paper. Each weight is studied, 
because experience has taught Andy 
he may encounter variations in one 
or more qualities or characteristics, 
weight-for-weight. He wants to be 
sure of his selection, so he watches 
all weights. 


>This patrol of standards “takes 
time,” Andy declares . . . but he 
counts it “time well spent,” because 
he has been able to translate many 
of his findings into telling sales in- 
formation. “Now, most of our paper 
salesmen know as much about offset 
papers as I do, because I make it a 
point to carefully explain why I’m 
suggesting the use of one paper over 
another for comparable price. They 
—the salesmen—know I’m not deal- 
ing in whims or preferences. I’m 
dealing in the cold facts of the pet 
theory, ‘the job determines the pa- 
per’.” 

Andy tops his “patrol” system with 
a chart anyone can read—and any- 
one can copy. This chart shows ac- 
tual grades by name and mill. Each 








of the factors listed in the filing sys- 
tem shown on the filing folders are 
relisted on this master chart, but this 
time comparative grades are listed 
side-by-side for quick reference and 
analysis. 

Andy also wanted this point made 
clear: his is not a professional lab- 
oratory approach to the study of 
paper qualities and characteristics. 
He doesn’t represent it as such. But 
he knows, he emphasizes, that the 
system works for him. He wouldn’t 
abandon it—won’t abandon it until 
he discovers a more satisfactory way 
of accomplishing the results he now 
enjoys. 

Maybe it is unprofessional in lan- 
guage and format, but Andy’s sys- 
tem nevertheless represents the net 
result of his experienced eyes and 
intelligent finger tips—requisites of 
expert paper buyers. 44 


New Lindenmeyr Booklet 
Estimates Paper Costs 


A handy new reference booklet 
for paper buyers has been put out 
by Henry Lindenmeyr & Sons (New 
York) as the sixth in its Lindenmeyr 
Library of Print Shop Helps. The 
“Quick Paper Cost-Finder” provides 
price estimates per 1,000 sheets for 
all popular-size printing papers at a 
glance. 

Papers ranging in size from 81x11” 
to 44x64” are pre-figured in 1%4-cent- 
per-pound units from 12¢ to 50¢. The 
booklet presents the figures for the 
most widely used types of papers, 
including bonds, ledgers, mimeo 
duplicator, writing, vellum, coated 
and uncoated book, offset, text 
coated-one-side, label, cover, text- 
cover, index, printing bristol and 
postcard. 

Copies are available from Henry 
Lindenmeyr & Sons, 480 Canal St., 
New York 13. 44 


New Bond for Copying 


Machines Introduced 


Eagle-A Translucent Bond is a 
new paper introduced by American 
Writing Paper Corp. (Holyoke, 
Mass.) for use with direct-print 
copying machines. According to the 
company, the bond is a low-cost mas- 
ter paper that provides clearer, 
sharper copies. 

The paper is designed for use with 
Bruning, Ozalid, Pease and other 
direct-process machines. American 
Writing also suggests that the paper 
provides a good surface for typing, 
writing, sketching or printing. 

A test packet of the bond, includ- 
ing blank sheets and printed samples, 


is available. 


For your copy circle No. 730 on the 
Reader’s Service Card inside back cover. 





More people are learning every day about the dozens 
of ways their bank can help them—through skillfully 
prepared printed promotion. Much of this business- 
building information appears on Oxford Papers be- 
cause these quality papers provide extra printing 
accuracy and fidelity of tone, line and screen. Let your 
Oxford Merchant show you successful examples. 


TWO VALUABLE AIDS. (1) The new OXFORD SELECTOR CHART, 
@ time-saving master guide to the right grade for each purpose. 
(2) The new OXFORD PAPER COST CALCULATOR for finding the 


exact cost per 1000 sheets. Ask your nearby Oxford Merchant or 
write us direct. 


xford Papers 
dp Build, Gallos 


n . Waa OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N. Y. 
PAPERS ms OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, Lil. 
a : MILLS AT RUMFORD, MAINE AND WEST CARROLLTON, OHIO 


OXFORD 


AED 
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EZERASE 
Bond and Onion Skin 


Different because typing. mis- 
takes can be quickly and 
cleanly erased with a regular 
pencil eraser without leaving a 
scuffed or torn surface. Words 
brush off so quickly, leaving the 
surface Smooth as Silk. Retyp- 
ing is clean with no detection. 


Write now to Dept. A for your 
FREE Ezerase Demonstration 
Kit. Let your secretary test it, 
she'll love it. 


MILLERS FALLS PAPER CO. 
Millers Falls, Mass. 
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TIPS by noted 
expert for the 
Production Man 


Kenneth Butler is nationally recog- 
nized as an outstanding authority on 
all matters concerning production. His 
weekly articles in Advertising Age 
have been so widely praised that we’ve 
made a valuable Handbook of the best 
of them. For a mere $3 you may have it 
FREE ... with a whole year—52 issues 
—of The National Newspaper of Mar- 
keting. 


Free—TIPS Handbook 


Mail the coupon 
below for quick 
action. We'll bill 
you later if you 
like. You must 
be satisfied —or 
your money 


back. 


eee *» 
| Advertising Age | 

200 E. Illinois St. | 
| Chicago 11, Illinois 


Please enter my l-year (52 issues) sub- | 
| scription at your regular $3 price with a | 
money-back guarantee of satisfaction, and 
| send to me free and postpaid Kenneth But- 
ler’s helpful handbook, TIPS FOR THE | 
| PRODUCTION MAN. 


Name Title 
| Business a 


Home () 
| Firm i cscecscncstvnsccteccesicintind 


| City. Bin 
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International Reissues 
“Pocket Pal” Handbook 


A book with a very appropriate 
name has just been published by In- 
ternational Paper Co. (New York). 

International has reissued “The 
Pocket Pal,” a 110-page handbook 
for printers, estimators and advertis- 
ing production managers. Originally 
published 20 years ago and first re- 
vised in 1938, this comprehensive 
reference book has been brought up 
to date and represents probably the 
most helpful single volume on the 
graphic arts for any adman. 

The pocket-size handbook begins 
with a brief history of paper and 
printing in civilization. The interest- 
ingly written history covers the ori- 
gin of papermaking, development of 
movable type, history of the printing 
press, the growth of lithography, au- 
tomatic typesetting, development of 
photoengraving, etc. 

Other important features include: 
e A clear description of all major 
printing processes and several minor 
processes. 

e Composition. 

e Printers’ measurements. 

e Proofreaders’ marks. 

e Word division. 

e Copy fitting. 

e Marking up copy. 

e Photoengraving. 

e Printing inks. 

e Duplicate plates. 

e Practical imposition. 

e Folding and pamphlet binding. 

@ Bookbinding. 

e How to determine the grain in 
paper. 

e Comparative weights of paper. 

e Cutting charts. 

e A glossary of graphic arts terms. 

Most of the sections are well illus- 
trated. All are written for quick un- 
derstanding by those without an ex- 
tensive background in the graphic 
arts. 

Individual copies of “The Pocket 
Pal” may be obtained at 50¢ from 
Sales Promotion Division, Interna- 
tional Paper Co., 220 East 42nd St., 
New York 17. 44 


Oxford Offers New Paper 
Selector, Cost Computer 


Two valuable aids to paper buyers 
—a paper selector chart and a cost 
calculator—have been produced by 
Oxford Paper Co. (New York). The 
paper selector is designed to help 
paper buyers and printers select the 
right grade and type of paper for 
each job. The calculator consists of a 
series of tables which list the cost 
per thousand for popular size papers. 

The paper selector, while designed 








Aids for the Paper Buyer . . Oxford 
Paper Co. has issued these two handy 
helps for paper buyers—a selector chart 
and a cost calculator. 


primarily for Oxford papers, pro- 
vides data applicable to other similar 
papers. The selector is printed in 
three colors on heavy stock, making 
it suitable for hanging on the wall. 
Characteristics of popular papers 
such as enamel, enamel cover, coated 
text, English finish, label and litho 
are listed, with recommendations on 
what screens the papers will take, 
their folding qualities, various sizes 
and weights and suggestions on the 
best uses for each stock. Both offset 
and letterpress papers are covered. 

The calculator gives a handy for- 
mula designed to help paper buyers 
to quickly estimate costs without the 
help of a chart. In addition, the cal- 
culator provides a series of thumb 
indexed tables which list the exact 
cost per thousand sheets for popular 
sizes of book papers, covers, bonds, 
ledgers and writings. The tables give 
the costs for all weights, ranging 
from 16 lb. bond to 150 lb. book 
paper. 

The calculator and selector charts 
were mailed to 25,000 printers, li- 
thographers and other paper users 
across the country. They are avail- 
able to any interested advertiser. 


For your copy circle No. 731 on the 
Reader's Service Card inside back cover. 


Post Office Plans Four 
Commemorative Stamps 


Four commemorative stamps will 
be issued during the calendar year 
1955, according to an announcement 
by Postmaster General Summerfield. 
Special subjects to be commemo- 
rated are: 

e 150th anniversary of the Pennsyl- 
vania Academy of the Fine Arts. 

e First Land Grant colleges (Michi- 
gan State College and Pennsylvania 
State University centennials). 

e 50th anniversary of Rotary Inter- 
national. 

e Soo Locks centennial (Sault Ste. 
Marie, Mich.). 

The Postmaster General also an- 
nounced that the Department will 
continue to revise the ordinary series 
during 1955 and that consequently 
in all probability commemorative 
stamps to be issued in the coming 
year will be reduced from the usual 
number. 44 






Bring ’em back ALIVE! 


e with Powerful, Sales-making 


POST CARDS 


When you send out a post card with instructions to “get the order!”’ 

you get fast sales action at low sales cost. What’s more, when used as announcements, 

sdvensce cards, acknowledgments, or in any of a hundred different ways, the post card 
can perform a multitude “al sales promotion functions—from maintaining 


good will 
with present customers to digging up brand new sales leads. 


For many years, Sorg has manufactured two outstanding grades of post card stock— 
Middletown Post ¢ ‘aed and Valley Cream Post Card —suitehio for every tvpe of direct 
mail use because they are designed with long-wearing ruggedness as we Il as a beautiful 
appearance. Whatever your post card needs, you can be sure that either of these Sorg 


grades will give you a post card that will retain its sales-getting appeal 


right to the 
customer's Rend? 


SORG’S MIDDLETOWN POST CARD 


Designed to provide the utmost in economy and durability. Solid strength prevents it from 
splitting while its uniform texture and quality assures good printing results. 


SORG’S VALLEY CREAM POST CARD 


Offers a top-flight combination of quality and strength, plus a firm, smooth texture which pre- 


sents an excellent printing surface. It is the favorite of advertisers who specify “the best 
at a moderate cost. 


co 
fa 


re Td Dy 
see THE SORG PAPER COMPANY 
Manufacturers and Converters of Stock Line and Specialty Papers 


MIDDLETOWN, OHIO 


STOCK LINES 
WHITE SOREX @ CREAM SOREX @ SORG'S PLATE FINISH @ SORG'S LEATHER EMBOSSED 
EQUATOR INDEX BRISTOL @ GRANITE MIMEOGRAPH @ MIDDLETOWN POST CARD 
VALLEY CREAM POST CARD @ No. 1 JUTE DOCUMENT 
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Oversize Cards . 






























































. . These two cards are typical of the out-size playing cards used by 


National Adequate Wiring Bureau to publicize its annual report. 


Giant Cards Dramatize 
Bureau's Annual Report 


Sixteen oversize playing cards 
were used by the National Adequate 
Wiring Bureau (New York) to pub- 
licize its 1953 annual report, “What’s 
in the Cards?” 
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The report was distributed to the 
bureau’s executive committee and 
to members of the National Electri- 
cal Manufacturers Assn., who sup- 
port the national adequate wiring 
program. 

The 542x814” playing cards include 
four each of Ace, King, Queen and 









Jack. On the face of each is a lead-in 
sentence like, “There is an obstacle 
in the path of electrical market ex- 
pansion. It is...” The reverse of this 
particular card includes a bar chart 
showing kilowatt hours and appli- 
ances used in average residences by 
years from 1936 to a projected 1963. 

Each of the cards carries out the 
same idea, emphasizing a different 
aspect of the adequate wiring pro- 
gram. 44 






New Inquiry Service 
Introduced by AMA 


The American Marketing Assn. 
(Chicago) has announced that it is 
offering a new inquiry service to 
marketing executives, admen, teach- 
ers and researchers. Using up-to- 
date compilations of current litera- 
ture, articles, surveys, reports and 
other sources, the service is de- 
signed to answer such questions as 
“what's new?” and “where can I 
find it?” 

A broad range of topics is covered, 
including advertising and advertis- 
ing research, distribution and distri- 
bution channels, foreign marketing, 
market research and theory. Infor- 
mation on these subjects is available 
by writing Marketing Services, 
American Marketing Assn., 1525 E. 
53rd. St., Chicago 15. 44 








Five exciting new colors have been added to 
the popular Stoneridge line of text and cover 


papers. Blue, Gray, Copper, Green and Red 


are now in stock, along with a wide range of 


weights and sizes in White and Ivory. 





ERIDG 


This handsome, textured sheet has a delicate 
felt finish, and is ideal whenever the feel and 
appearance of quality are desired. 


For superior printability, call your paper mer- 


chant for Curtis Stoneridge. Sample books and 


layout size sheets furnished upon request. 


CURTIS PAPER COMPANY 


NEWARK, DELAWARE 
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SHOWS & EXHIBITS 


Redesigning an Exhibit 


Pays Off 


A new booth concept resulted in a 
substantial increase in on-the-spot 
subscription sales and brought 
additional prestige for a business 
publication. 


By Bert Enos 
AR Associate Editor 


Re-designing its traditional booth 
at the National Restaurant Show al- 
most doubled the sale of subscrip- 
tions for Institutions magazine and 
brought other benefits in prestige, 
editorial impact and advertising 
values. 

Institutions has exhibited at trade 
shows since before the war and since 
1947 has used its exhibit to display 
winning entries in its Annual Food 
Service Awards, a contest designed 
to stimulate “greater efficiency in 
the handling, storage, preparation 
and service of food in mass feeding 
operations.” 

In re-designing the booth, the pub- 
lication bore in mind the fact that 
publishers exhibiting at trade shows 
are confronted with a problem un- 
like that of other exhibitors in that 


they actually are exhibiting to two 
audiences: 


e Other exhibitors, who usually are 
advertisers or prospective adver- 
tisers. 

e Subscribers, readers or potential 
subscribers and readers. 


>Four objectives were set for the 
re-designed booth and Kitzing Studio 
& Workshop (Chicago) was commis- 
sioned to submit drawings and finally 
build the booth. The objectives set 
were: 

e The booth must create a suitable 
impression on advertisers and po- 
tential advertisers, reflecting the 
magazine’s editorial contest, sales 
strength and reader acceptance. 

e It was to offer a suitable back- 
drop for the physical display of the 
entries, the showing of the winners’ 
plaques and a convenient space for 
presentation of the plaques. 

e Space was to be provided for edi- 
torial, marketing and advertising 
conferences. 

e Arrangements had to be made for 
the convenient selling of subscrip- 
tions. 


>Kitzing and Institutions achieved 
their objectives with a 20x30’ booth, 
designed for island position with 
three-sided aisle space and includ- 
ing these specific features: 


e Attention from a distance was 
called to the booth by fluorescent 
lighting that formed a kind of can- 
opy. Seven clusters of neon tubes 
were evenly spaced across the top of 
the booth and were fitted into slots 
in two 2x8’s which formed the side 
edges of the top of the booth. Wiring 
was so arranged that only one out- 
let, conveniently placed, was needed 
for the entire display. 


e The same 2x8’s also were used, 
along with two pylons, for product 
identification. Cut-out, raised, wood- 
en letters carried the words “Insti- 
tutions — Gallery of Food Service 
Contest Winners,” along the length 
of the 2x8’s, while the pylons were 
designed with revolving tops, on each 
side of which was a copy of the mag- 
azine. Description of the market 
served by the publication was let- 
tered on the pylons beneath the re- 
volving magazines. 


e A three-sided backdrop to display 
the plaques and a listing of the win- 
ners was designed so that the interior 
of the backdrop provided storage 
space for files, extra copies of the 
magazine, coats, telephone, booth 
equipment, etc. The back of this area 
was formed by the back of the booth. 
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Helps Sell Subscriptions . 
































































.. Interior shot of Institutions’ redesigned booth shows two of 


three tables used for selling subscriptions. At eye level height, with space for magazines, 
rders, etc., the tables face the booth interior to avoid distractions. 


The plaques were shown on a front 
wall extending nearly the width of 
the booth, while the winners were 
listed on each of the side walls. The 
storage space formed by this ar- 
rangement was 8x64’, and entrance 
to the storage space was through a 
built-in door on one side. 


e The actual entries in the Food 
Service Contest were displayed in 
two ways. Those which were submit- 
ted on boards were shown on four 
Masonite screens, two on each side 
of the booth, while books were dis- 
played on a long rack in the center 
made up of three 4x24’ sections. 
The two sides of the rack were 
slanted and a flat center piece was 
provided at the top for convenient 
handling of the entries. 

As with the screens and all other 
movable parts of the booth, the dis- 
play rack legs were of wrought iron 
to match the stanchions supporting 
the canopy and were demountable 
for ease in shipping. 


e Two areas, one on each side, were 
provided at the back of the booth 
for editorial, marketing and advisory 
conferences. A bench placed back to 
the aisle faced a chair and the wall 
where the contest winners were 
listed. Four or five people were ac- 
commodated at a time in each of 
these areas and visitors and the booth 
staff found the arrangement made 
for privacy and convenience. 

“If you have an action-type booth, 
where people are looking at displays, 
it is desirable to have a semi-private 
area away from in-booth traffic,” 
says George Milne, who has been 
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exhibiting award-winning entries 
since the inception of the Annual 
Food Service Awards. 


e Subscriptions sales to Institutions 
and Institutions Catalog Directory 
were handled by means of three 
identical plywood stands. These were 
built at eye-level height, slanted for 
ease in reading, and big enough to 
spread out two magazines (Institu- 







tions is an 114%2x14%4” book). There 
were hinged shelves on the sides of 
the subscription tables so that sales- 
men could write subscription orders 
without interfering with visitors who 
were looking at the magazines, while 
two slots in the top of each table 
made it easy to get at copies of the 
magazine, at the same time keeping 
them out of the way when not in 
use. The backs of the subscription 
stands faced inside the booth so that 
visitors and salesmen had their backs 
to aisle traffic and were not dis- 
tracted by the constant flow of move- 
ment. 


> To announce its new booth, Insti- 
tutions mailed out 40,000 announce- 
ment folders to subscribers and ad- 
vertisers two weeks before the 1954 
show. The cover of the folder showed 
the two piers which make up Chi- 
cago’s Navy Pier, where the National 
Restaurant Show was held, with an 
arrow pointing from the old location 
on the North Pier to the new location 
on the South Pier. The back of the 
folder listed and pictured the serv- 
ices offered by the new booth, while 
the inside spread showed an archi- 
tect’s drawing of the newly-designed 
booth itself. 

The booth, which is easy to trans- 
port and to put up, was also used by 
Institutions for showing the winning 
entries in the magazine’s most recent 
contest, the Institutions Interiors 
Awards, at the 39th Annual National 
Hotel Exposition in New York late 
in 1954. 44 


It's a plane! It’s a bird! It’s a man! It's—Sylvania Sam! 


Used to call attention to Sylvania 
products at store openings, trade shows 
and expositions, Sylvania Sam is an 
animated robot who talks, moves and 
blinks. 

Sylvania Sam is 9)’ tall and takes 
up approximately 15 sq. ft. of floor 
space to put on his act. His head 
moves back and forth and his eyes 
flash. Like Rudolph the Reindeer, Syl- 
vania Sam’s nose is illuminated, too, 
only his nose blinks! 

The huge robot sits on a large in- 


candescent lamp package, where he 
greets unsuspecting persons who step 
on a rubber mat with any one of four 
30-second messages. 
plicated 


For more com- 
“conversations,” there's a 
microphone with a long lead which 
permits an operator to talk with chil- 
dren, announce special messages, etc. 
Sylvania Sam—the company has sev- 
eral like him scattered around the coun- 
try—has proven an attention-getter as 
he nods his head, blinks his eyes and 
nose, and tells his story to viewers. 
The robot has proved both popular 





and helpful for Sylvania at the retail 
level, according to Lawrence P. Pleas- 
ants, merchandising manager of Syl- 
vania’s Lighting Division. 

















Merchandisers . . 


. This array of materials was used by Alexander Film to merchandise 


its escorted plant tours. Included are: a giveaway picture postcard, a welcome card 
presented to each visitor, a brochure describing Alexander and the tour, auto-window 
decals with the Alexander logo, sample film strips and a booklet outlining the company’s 


history. 


Fascination on the Lot 


Alexander Boosts Attendance at All-Year 
Open House with Special Merchandising 


By Peg Miller 
AR Associate Editor 


The Alexander Film Co. (Colo- 
rado Springs, Colo.) believed that 
people are fascinated with seeing 
how movies are made. So a number 
of years ago, the company opened 
its production facilities to visitors. 
But it wasn’t until Alexander tried 
merchandising the free tours that 
the idea really paid off. 

Alexander Film Co., which is a 
large producer of short length films 
for theater ads and tv commercials, 
attracted more than 16,000 visitors 
to its plant during the first nine 
months of 1954. This is an increase 
of 15,000 since the company first 
began advertising its tours. 

Though Alexander conducted 
tours for many years, it was not 
until after World War II that it ini- 
tiated organized attempts to attract 
Pike’s Peak region visitors to the 
plant. The first move was to con- 
tract for advertising space in the 
local newspapers. These ads told 
tourists in the area that free, guided 
tours of the film company were con- 
ducted twice daily. Ads also were 
placed in a small local magazine dis- 
tributed free in nearly every store in 
Colorado Springs. 

The company selected and trained 
a guide for the tours. The first few 
years saw a small but gratifying vis- 
itor volume, averaging about 1,000 
persons during the peak summer 


months. The number increased grad- 
ually until in 1952 the yearly total 
reached over 4,000, and several ad- 


ditional guides were added to the 
staff. 


>For the 1953 season, the company 
decided to expand its promotion pro- 
gram. A pamphlet, in black, white 
and yellow, showing scenes from the 
company’s films and views of the 
plant, was prepared. It also pre- 
sented a resume of Alexander’s ac- 
tivities, with the copy written to 
create a desire on the part of the 
reader to see the entire operation. 
The pamphlet was distributed to 
local chambers of commerce, Jay- 
cees, other civic organizations, 
hotels, motor courts, etc., for use as 
a giveaway. Visitor volume jumped 
to over 11,000 for 1953 and reached 
an all time high with 16,000 in just 
nine months of 1954. In 1954, the 
company again added to its tour 
promotion by obtaining listings in 
the AAA Western Travel Guide and 
the Colorado United Travel Guide. 
Alexander’s merchandising doesn’t 
stop with luring the visitor to the 
plant. As the tourist steps into the 
company’s administration building, 
guides present him with a 342x5'%” 
card. Copy on the front of the card 
welcomes the visitor and lists addi- 
tional information about the com- 
pany. On the back of the card is a 
chart showing the highway mileages 
from Colorado Springs to every 
principal city in the U. S., with a 
separate section showing the dis- 
tances between towns in Colorado. 
>A large table in the lobby of the 


main building contains other promo- 
tional giveaways: 









e Picture postcards showing an 
aerial view of company buildings. 

e Auto-window decals imprinted 
with the Alexander Film Co. logo. 

e Souvenir booklets that illustrate 
and tell the history of the company. 
e Sample film strips in color. 

A writing table, a stamp machine 
and a handy mailbox located in the 
lobby encourage visitors to write 
and mail the giveaway postcards. 


> Alexander, evaluating the over-all 
program, decided it accomplished 
four services for the company and 
the town of Colorado Springs: 

1. It is a valuable public relations 
medium. The tours acquaint the 
tourists from all over the U. S. who 
visit Colorado Springs and Pike’s 
Peak with the company and its pro- 
ductions. 

2. It has developed many prospects 
for the firm’s client list. 

3. By showing out-of-state visitors 
the functioning of a large, well-es- 
tablished organization in a town of 
comparatively small size it has paved 
the way for other industries to move 
to Colorado Springs. 

4. By providing an opportunity for 
people to tour the plant, the com- 
pany often keeps visitors in town 
longer, thus adding to the tourist 
revenue of Pike’s Peak region. 44 


NIAA Announces Change 
In Annual Meeting Date 


The annual meeting of the Na- 
tional Industrial Advertisers Assn. 
will be held at the Sheraton Park 
Hotel, Washington, D. C., May 9 to 
11, instead of during the last week 
of May as originally scheduled. 

The change was made to avoid 
conflicts with other important in- 
dustrial conventions, according to 
George L. Staudt, advertising man- 
ager, Harnischfeger Corp., and 
chairman of the board of NIAA. 44 


Simultaneous Telecasts 
Available in 190 Cities 


How to plan a tele-session and 
what you may expect from simul- 
taneous telecasts are described in a 
booklet, “Closed Circuit Tele-Ses- 
sions for Business and Industry,” 
which is available from Theater Net- 
work Television Inc. (New York). 

Theater Network Television 
(TNT) is equipped to supply more 
than 100 theaters in 50 major mar- 
kets, using 15x20’ screens, for large 
audiences; hotels, auditoriums or fac- 
tories in over 190 cities, using screens 
from 4x6’ to 9x12’ for medium-size 
audiences, and offices or tv stations 
in over 190 cities, using home-size 
sets for small audiences. 
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During the past five and one-half 
years, TNT has presented 75 closed 
circuit telecasts, including 90% of all 
large-screen telecasts and more than 
75% of all large-screen tv business 
meetings, according to the booklet. 

TNT tele-sessions can originate 
almost anywhere that A. T. & T. goes 
and can ‘utilize more than one loca- 
tion for a single program. The com- 
pany provides mobile big screen tv 
projection equipment for overflow 
meetings and will provide all neces- 
sary facilities for any type of closed 
circuit tele-session. 

Case histories of successful tele- 
sessions and endorsements by prom- 
inent users of its services are in- 
cluded in the TNT booklet. 


For your copy circle No. 732 on the 
Reader's Service Card inside back cover 


New Low-Cost Exhibit 
Background Introduced 


A low-cost, versatile, corrugated 
background for exhibits has been in- 
troduced by Gibraltar Corrugated 
Paper Co. (Clifton, N. J.). A bro- 
chure has been issued by the com- 
pany describing and illustrating uses 
of the new unit. 

Named Corro-Set, the corrugated 
backdrop is available in pastel blue, 
but it can be painted, decorated or 
silk-screened to adapt it to individual 
needs. Gibraltar’s booklet shows four 
variations: painted to simulate wood 
for a window display background for 
Florence Lustig’s dress shop; used 
with cardboard floor displays by 
Ruppert beer; with samples and wall 
cards, etc., by Paragon Oil, and as a 
stage set for Philip Morris’ overseas 
Army show. 

The unit stands 777” high, includ- 
ing a canopy, and is 11/10” wide with 
wings at full spread —9’ wide with 


Ue Site 


Roasting 


* Woods 





Open Air Ox Roast. . 
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wings drawn in. The unit weighs 
only 37 lbs. and can be carried by 


one man from place to place. 


The Corro-Set background is 


priced at $45. 


For your copy circle No. 733 on the 
Reader’s Service Card inside back cover 


Suppliers, Associates 
Feast on Roast Ox 


Looking for a new twist for a 
suppliers or distributors show? Why 
not try an Olde English Open Air 
Ox Roast? That’s what G. H. Wood 
& Co. Ltd. (Toronto) did. 

Taking the idea from the old 
English custom of an ox roast on 
the day of the crowning of the King 
or Queen, the company built a huge 
barbecue pit, bought a 1,500 pound 
ox, hired four chefs and invited its 
central division male staff and its 
suppliers 

The barbecue pit, constructed of 
fire brick, concrete blocks and alu- 
minum sheeting, was 11’ high, 22’ 
wide and about 14’ deep. Four tons 
of coal blended with coke and char- 
coal provided the heat. 

The spit, equipped with huge turn- 
ing wheels, was 24’ long and 3” thick, 
and the ox was turned and basted 
on it for 14 hours. The fire had been 
started 24 hours earlier. 

In addition to eating an estimated 
114 pounds of roast ox each, the 
guests consumed 60 gallons of coffee, 
more gallons of barbecue sauce, ripe 
and green olives, bushels of toma- 
toes, hundreds of bags of potato 
chips, thousands of slices of bread 
and hundreds of bottles of Coke and 
ginger ale. 

The open air ox roast was so suc- 
cessful that the company is planning 
to repeat the event. 44 
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. “Beefeaters’ stand on guard at either end of huge ox being 
roasted on occasion of G. H. Wood & Co.'s open air ox roast for its suppliers. 






JANUARY 


26 Point-of-Purchase Advertising 
Institute, research and edu- 
cational committee, one day 
forum — Hotel Roosevelt 
New York 

FEBRUARY 

10-12 Advertising Federation of 


America, fifth AFA district 
convention — Biltmore Hotel 


—Dayton, O. 

16 Associated Business Publica- 
tions, annual midwest con- 
ference — Palmer House — 
Chicago 

21-22 Engraved Stationery Manu- 
facturers Assn.—The Green- 
brier — White Sulphur 
Springs, W. Va 

21-24 Technical Assn. of the Pulp & 
Paper Industry — Commo- 
dore Hotel—New York 

MARCH 

2 Associated Business Publica- 
tions, annual eastern con- 
ference—Roosevelt Hotel— 
New York 

6-9 Nat'l Electric Sign Assn., an- 
nual convention—Hotel Bilt- 
more—Los Angeles 

8-10 The Exhibitors Advisory Coun- 
cil Inc., Show of Shows — 
69th Regiment Armory- 
New York 

11-16 Advertising Specialty Nat'l 
Assn., spring session— 
Palmer House—Chicago 

11-16 Advertising Specialty Insti- 
tute, spring show—LaSalle 
Hotel—Chicago 

16-19 Assn. of Nat'l Advertisers, 
spring meeting—The Home- 
stead—Hot Springs, Va. 

27-30 Folding Paper Box Assn. of 
America—Drake Hotel 
Chicago 

29 Packaging Assn. of Canada, 


third Canadian point of pur- 
chase advertising confer- 
ence—King Edward Hotel 
Toronto 






4-8 Film Council of America, 
American Film Assembly— 
Waldorf-Astoria Hotel— 


New York 

5-7 Point-of-Purchase Advertising 
Institute—Palmer House— 
Chicago 

16-17 Packaging Machinery Manu- 
facturers Institute, semi-an- 
nual meeting—Palmer 
House—Chicago 

18-21 Premium Advertising Assn. of 
America—Navy Pier—Chi- 
cago 

21-23 American Assn. of Advertis- 


ing Agencies—Boca Raton 
Hotel—Boca Raton, Fla. 









9-11 Nat'l Industrial Advertisers 
Assn.—Sheraton Park Hotel 
—Washington, D. C 





LABELING & PACKAGING 


Packaging’s New Frontier: 


Formed Plastics 


Walter Stern was one of five mem- 
bers of a panel on formed plastics 
packaging at the 16th annual forum 
of the Packaging Institute. His speech 
brought a fresh viewpoint to this par- 
ticular phase of packaging. 

Because of its provocative view- 
point on a subject of growing inter- 
est to admen, AR presents Mr. 
Stern’s speech in full. As the Pack- 
aging Institute pointed out, vacuum 
forming is a recent process with so 
low a unit cost that many items of 
both hard and soft retail goods in 
trays, blisters, domes or in contoured 
packages are now packaged advan- 
tageously by this method. 


By Walter Stern 

Technical Director 

Packaging & Graphics Division 
Raymond Loewy Associates 
New York 


A designer is often engaged be- 
cause he can afford an independent, 
forward looking approach, because 
he isn’t tied down by the conventions 
of a trade, the restrictions of business 
politics, the limitations of being ov- 
erly familiar with a situation, the 
choking trap of knowing exactly 
what can be done and what cannot 
be done in a certain process. 

A designer is often primarily con- 
cerned with the subtle, subconscious 


ssn OUTH 


ie 


Imaginative Creations . . 


. Ingenious use of formed plastics is 


motivations driving a customer to 
buy, accept and cherish a product 
or service. He is concerned outstand- 
ingly with the creation of the right 
emotional climate for a buyer and 
recognizes the boundaries of present 
production methods and materials 
only as a point of departure. To him, 
the set of rules about what is, and 
what is not, possible in a given pack- 
aging method is not a credo to live 
by, but rather a challenge to trans- 
gression. 

Ideally, his imagination and inge- 
nuity, his sure instinctive grasp of 
emotional values, his appreciation of 
aggressive merchandising techniques 
cause him to skip again and again 
over the boundaries solemnly set by 
the packaging industries of his day. 
In so doing, he may often be the 
cause of heated discussions, but he 
may also be the cause or catalyst of 
sound progress. Without this catalyst, 
derived either from the outside or 
from within the packaging industry, 
most new packaging techniques set- 


tle comfortably into the conventional 
grooves of what can be safely and 
predictably accomplished. Without 
this stimulant they tend to stagnate. 


> When a designer is faced with the 
first signs of such beginning stagna- 
tion at the very start of what can 
safely be called a revolution in pack- 
aging techniques, he tends to be ov- 
erly critical. I have often felt that 
designers who have not actively par- 
ticipated in the many months, some- 
times years, of solid work that finally 
result in such substantial achieve- 
ments as the formed plastic package, 
lose patience too rapidly and urge 
the industry to take further steps 
without allowing for the time neces- 
sary to consolidate the advantages 
gained, and to refine and thoroughly 
commercialize the initial processes. 
This feeling may also be the cause 
behind some of the design comments 
or criticisms of the field of vacuum 
formed or pressure molded sheet 
plastic packaging and of other 
formed plastics in this field. 

These comments or criticisms 
cover a variety of aspects: 
e The seemingly arbitrary limita- 
tion of this method group to com- 
paratively few merchandising areas. 
e The mechanical and physical dis- 
advantages of such packaging. 


(center) baby shoes framed in an attractive display package, 


demonstrated in these packages: (left) a chemistry set pack- and (right) containers for toothbrushes shaped like boats to 


aged with compartments that can be re-used to mix chemicals; 


appeal to children. 
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TOOTHBRUS™ X 
"7 cone 


Ta 


Shaped to Fit 
multiple purchases, this “family pack” 
features five toothbrushes, individually 
packaged in acetate shaped to fit each 
brush and attached to an acetate backing. 


. , Designed to promote 


e The psychological appeal poten- 
tials that have in so many cases, so 
far, been so blithely disregarded. 


> Let’s take them one by one: 
Vacuum forming of plastic sheet 

materials, or other means of forming 

such materials, seems to have, for 

some reason, concentrated its efforts 

largely in three marketing fields: 

1. The self-service sale 

2. The single portion package 

3. The sampling promotion 


>In the self-service sales field, after 
roughly two years of development, 
formed plastics packaging is appar- 
ently still largely limited to the 
flanged sheath or blister, tightly hug- 
ging the contours of the item, and 
stapled or adhesively connected to 
a card or backing. While we certainly 
agree with the sales potentials of the 
transparency and the sparkly ap- 
pearance of some plastics when used 
on carded merchandise, or when used 
as profile shaped container, we are 
reluctant to agree that the tremen- 
dous possibilities of such new tech- 
niques must be thus limited. Let me 
explain: 

About six years ago the De Vilbiss 
Co. came out with a lipstick-shaped 
perfume spray, packed in a three- 
piece formed cellulose acetate buty- 
rate package, in which the golden 
stick was suspended in space in a 
petal-rimmed sphere wound with 
gold Lurex cord. About half a year 
ago, a handkerchief package utilized 
a fabricated sheet acetate lid in 
whose center a vacuum drawn trans- 
parent plastic dome showed a little 
flower floating daintly over the em- 
broidered handkerchiefs. 

To my mind these two instances 
show more understanding of the es- 
sential magic and theatrical excite- 
ment possible in formed plastic pack- 
aging than a whole coordinated line 
of hardware items carded in the con- 
ventional old and proven method, 
but with a plastic surface added. 


96 ¢ ar ¢ February 1955 









>I warned you at the outset that de- 
signers sometimes have a tendency 
toward impatience with the con- 
ventional. I feel the same way about 
the single portion package of formed 
sheet plastic, which has been used 
for over two years and still consists, 
almost exclusively, of the same old 
vacuum drawn vinyl cup with heat- 
sealed printed film or foil cover. 

The revolutionary possibilities of 
machines which receive their plastic 
material in bulk granular form at 
one end and sometimes are construc- 
ted to turn out the finished, packaged 
product at the other end at impres- 
sive production rates have hardly 
been touched. Quite a while ago I 
saw a test sample of a screw top jar 
in which both the jar and its screw 
top were created by vacuum form- 
ing more impressive in its imagina- 
tive use of a fresh and new approach 
than any amount of bitter orange 
marmelade packed in vinyl cups for 
distribution by the Pennsylvania 
Railroad. 


>Sampling promotions have so far 
utilized this technique primarily in 





Pill in a Bubble . 
plastic bubble to hold a sample pill. Bub- 
ble was heat sealed to an acetate sleeve 
which slips over the direct mail piece. 


. . Parke, Davis used a 


the surgical and pharmaceutical 
fields, and I must say that here alone 
the exploration of possibilities, the 
adventurous and exciting adaptation 
of various forming methods and their 
integration with the general appear- 
ance of the sample, is truly impres- 
sive. It seems to me that the imagina- 
tion and lack of conventionality 
shown in some of the packaging ap- 
proaches used in pharmaceutical 
sampling are a real incentive to all 
of us who work in this field. 


>As far as the package mechanics 
are concerned, I believe that design- 
ers I have talked to are somewhat 
disappointed in the fact that so far 
vacuum drawing has failed to come 
up with a die heat distribution meth- 
od that might reduce excessive thin- 
ning of material at edges and cor- 
ners, disappointed in the continuing 
necessity of excess material in the 
flange, and disappointed in the fail- 
ure of the industry to deviate more 
than experimentally from the very 








few conventional materials used 
so far. 

We have seen only little commer- 
cial use of material other than cel- 
lulosics, polystyrene and vinyls. A 
recent conversation with men who 
have been predominantly instru- 
mental in much of the development 
and adaptation of today’s single por- 
tion package in formed plastics, for 
instance, brought out the fact that 
plastic-paper combinations, in spite 
of their lower cost incentive, have 
not been seriously explored. 

Another serious detriment from 
the designer’s viewpoint is the lack 
of exploration in structures to over- 
come the present woeful lack of 
rigidity in formed plastic packaging. 

Finally, apparently none of the 
many possibilities of preforming or 
postforming decoration have been 
exploited, and few of the potentials 
of lithography, gravure or seri- 
graphy, flocking, coloring or other 
surface treatments used in the 
formed plastics display field have 
been so far adopted in packaging. 


>The one field most sorely neglec- 
ted, however, seems to be that of 
the esthetics of formed plastic pack- 
aging. Let me cite just a few ex- 
amples: 


e Little attempt has been made to 
introduce genuine appetite appeal in 
food packaging. The possibilities in- 
herent in plastics and their conver- 
sion forms are so manifold that there 
is no reason why we shouldn’t have, 
let’s say, a single service cereal pack- 
age to eat out of, just as appetizing 
and homey in feeling as a tastefully 
decorated Delft dish or Rosenthal 
china bowl. 


e Again, little attempt has been 
made to exploit the possibilities of 
extruded plastic tubes and extru- 





Holds the Marbles . . 
Chinese checker game are contained in an 
acetate box that incorporates a spring 
hinge and clasp. The box is mounted right 
on the board for easy access. 


. Marbles for a 














. A vacuum- 


Protects the Product . . 
formed plastic shield that fits the con- 


tours of the ‘’Campbell Kid’’ plaque, 
holds the product in place and provides 
extra protection against breakage. 


sion-fabricated bottles with their 
tremendous advantages of making 
the material fit the job. 


e The British Rado packaging sys- 
tem, which seems to lend itself so 
well to portion control of tartar 
sauce or ketchup, coffee cream, 
sauces or syrups, has been hardly 
touched here. 


e Formed plastic packages soluble 
in water would open up additional 
large packaging areas. 





e If the esthetics are handled con- 
vincingly and persuasively, there is 
no reason why shortcakes, sundaes, 
apple sauce, puddings, could not be 
handled in formed plastic packaging. 
why waffle batter frozen in a formed 
plastic pack should not be popped 
into a toaster for convenience. 


> But let us never forget that utili- 
tarian or convenience appeal is not 
enough. 

As is often the case with new pack- 
aging techniques whose economics 
have not been ironed out to the full- 
est, the most imaginative uses of 
these techniques can be found in 
cosmetics and toiletries, but it seems 
most other fields are satisfied to rely 
on the utilitarian, or convenience 
appeal, of formed plastic packaging 
alone. It has been our experience 
that even in such apparently sober 
merchandising areas as hardware, 
a total lack of romance is not ex- 
actly conducive to sales stimulation. 

Somehow, the design of any pack- 
age intended for retail sale, whether 
it be plastic or otherwise, will have 
to set the stage on, and through 
which, the packaged item becomes 
highly desirable, on which it appeals 
to basic motivation which creates a 
buying urge more powerful than any 
rationalization can make it. In this 
vague and little charted area design 
can become of importance to the fu- 
ture of the formed plastic package. 
The novelty appeal of formed plastic 









packaging to the consumer is a thing 
of the past. It’s got to go to work to 
earn its place in the world of selling. 

44 


Transparent Plastic 
Boxes Illustrated 


A line of transparent plastic boxes 
from stock molds is described and 
illustrated in a brochure offered by 
Oppenheim Co. (New York). More 
than 60 different styles and sizes of 
boxes are shown. 

The boxes range in size from 
34x34x5g” to 10x634x134”. Styles in- 
clude square, oval, rectangular, cir- 
cular and special shapes. A number 
of the styles are available with sec- 
tion dividers and shelves. In the back 
of the brochure a line of fancy jewel- 
box style containers is shown—with 
most of these available in solid and 
two-tone colored plastic. 


For your copy circle No. 734 on the 
Reader's Service Card inside back cover. 


Designing of Packages 
Outlined in Booklet 


How a corrugated package is de- 
veloped from blueprint to finished 
box is told in a new booklet, “Cre- 








Desiqued by Uature 








For untold centuries the tough, hard shell of 








ative Package Design,” published by 
Hinde & Dauch (Sandusky, O.). The 
20-page booklet illustrates step-by- 
step the procedure of designing and 
producing a new package. 

Several “extras” add special inter- 
est to the new booklet. A two-page 
spread with the heading “Tricks of 
the Trade,” shows 60 illustrations of 
popular corrugated devices used by 
the package engineer to cushion, 
cradle, brace and shield merchandise. 

Another interesting feature is a 
10-point packaging questionnaire 
which serves as an effective check- 
list in determining the need for re- 
visions in shipping containers. The 
colorful booklet is well illustrated. 


For your copy circle No. 735 on the 
Reader's Service Card inside back cover 





TRIUMPHS OF 
UNIQUE 
PACKAGING... 


Desiqued by Glo - Brite 


POLYFOAM PACKERS Featherweight FOAM 





PLASTIC Platforms — Sturdy — Remarkable 
postage savers. Cut costs up to 50%. For sam- 
ples, display kits, mailers, and “handle with 
tole ae Teel) mr 


the turtle has been honored in story and song 













as the perfect example of Mother Nature’s 


skill as a packaging engineer. 


POLYFOAM PACKERS 


DIV. Yea 


PRODUCTS 


Send for FREE KIT of Polyfoam samples 
and data for your next mailing. 






6415 NORTH CALIFORNIA AVENUE + CHICAGO 45, ILLINOIS 


. for more details circle 802, page 105 
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New Booklet on Glass 
Containers Published 


A study of supermarket impulse 
buying in relation to glass packages 
has been published in a new bro- 
chure, “Today’s Shopper and the 
Glass Package,” published by E. I. 
du Pont de Nemours & Co. (Wilming- 
ton, Del.). 

Among the figures reported in the 
survey are: seven out of ten buying 
decisions are made after shoppers 
enter the store, and 56.2% of impulse 
sales go to glass packaged products. 
The Du Pont brochure includes a 
table showing the percentages of 
impulse buying of glass packaged 
goods such as vinegar, coffee, syrups, 
drugs, etc. There is also a brief de- 
scription of how the survey was con- 
ducted by Du Pont. 


For your copy circle No. 736 on the 
Reader’s Service Card inside back cover. 


Produce Metal Lids 
For Paper Cartons 


Metal cover-all lids for paper car- 
tons, designed to give more protec- 
tion in packaging perishables such 
as dairy products, have been intro- 
duced by Continental Can Co. (New 
York). One of the advantages of the 
new lid is that it can give a tighter 
seal to paper cartons. 

The lid has a double-seal con- 
struction. In capping, this affords a 
second positive seal at the top rim 
of the package in addition to the 
regular seal at the lid groove. The lid 
is also less pervious to moisture, 
which insures a longer shelf life. 

Available in three sizes for 8, 12 
and 16 oz. containers, the lids are 
best suited to packaging products 
such as cottage cheese. Lithographed 
designs in a variety of colors can 
be easily applied. 44 





Extra Protection ... These new metal lids 
for paper cartons, developed by Continen- 
tal Can Co., reportedly afford greater pro- 
tection to perishable dairy products. 
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Hamburgers in Cellophane . . 
Pat Bella serves a customer cellophane- 
wrapped hamburgers—a specialty at the 


. Car hop 


Cottage Drive-In (Mishawaka, Ind.). 
Louis Nye, owner, says the new idea has 
been attracting a lot of attention and 
favorable comment. The restaurant is 
using cellophane produced by the Sylvania 
Division, American Viscose Corp. 
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Koppers Announces First 
Plastic Molders Contest 


The first design competition for 
plastic molders has been announced 
by Koppers Co. (Pittsburgh), which 
will sponsor the event. The competi- 
tion is designed to give recognition 
to polystyrene molders whose house- 
wares products excel in design, qual- 
ity and imagination. 

Top awards will be full-tuition 
scholarships for studies in product 
design, made in the name of the win- 
ning molders, to qualified college 
students. Winners will be announced 
and awards presented at an industry 
banquet to be held in Pittsburgh in 
March. Later, winning products will 
be displayed and merchandised as 
part of a nation-wide promotion di- 
rected to the buyers of housewares. 

44 


Labels Printed In Plant 
Prove to be Time Saving 


In-plant imprinting of pressure- 
sensitive labels has cut costs and 
saved operating time, the American 
Hardware Co. (New Britain, Conn.) 
reports. The company has been using 
Avery Kum-Kleen labels and an im- 
printing machine instead of keeping 
a large stock of specialized labels. 

By imprinting its own labels, the 
company was able to reduce its stock 
of labels from more than 200 to 
just a few basic patterns. This af- 
forded a big space saving for stor- 
age of labels and also all but elim- 
inated chances of running out of a 
particular kind. When pre-printed 
labels were used, the company also 
had to purchase hundreds of printing 
plates for all the variations. Now 








these are reduce to a few imprinting 
slugs. 

The company uses pressure-sensi- 
tive labels in roll form with the la- 
beling done by an electric dispenser. 

44 


Newspaper Offers Wrap 
For Rainy Day Delivery 


The old complaint, “My paper got 
wet and I can’t read it,” is being 
solved in several Philadelphia sub- 
urbs with cellophane packaging. The 
Philadelphia Inquirer offers its sub- 
urban distributors cut-to-size sheets 
of cellophane for wrapping the paper 
on wet days. 

A typical user is the G & J Maroldo 
News Agency of Collinswood, N. J. 
The wrapping of the papers with the 
specially coated water-resistant cel- 
lophane is done on the Maroldo 
premises by the employes who regu- 
larly fold and tie the paper. The 
newspaper is folded in half and 
placed on the sheet of cellophane, 
then the lower edge of the cellophane 
is folded back over the paper. A reg- 
ular “gate” fold is used so that the 
ends of the cellophane wrapper are 
held in place within the folded paper. 
An automatic tying machine finishes 
the job. 

Subscribers have reported that the 
newspapers wrapped with the cello- 
phane have been known to stay dry 
as long as 24 hours, even in a puddle. 
The Maroldo agency says that they 
have had many calls and letters from 
subscribers praising the use of the 
wrapper. 

The Inquirer furnishes the cello- 
phane to the distributors at cost. 
Three sizes are used — 16x17, 16x18 
and 16x20”—the larger sheets for big 
editions and Sunday papers. The 
Sylvania division of the American 
Viscose Corp. (New York) produces 
the cellophane sheets. 44 





Raincoats . 
Maroldo News Agency 
N. J.) wraps copies of the ‘Philadelphia 
in special cellophane ‘‘raincoats”’ 
for rainy day delivery. The Inquirer pro- 
vides the specially cut-to-size sheets of 
cellophane to its suburban distributors. 


. . Jerry Maroldo of G G Jj 
(Collinswood, 
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Brilliant Color . . 


. These varied magazines all use offset to 
achieve brilliantly colored covers for newsstand sale impact. In 


addition, the editorial pages are usually elaborately illustrated, 
using 133-line halftones, even on uncoated stock 


Offset for Magazines 


Offset lithography is growing in importance as a process for producing magazines. 


An industry spokesman explains some of the reasons behind this trend. 


By H. C. Latimer 
Lithographic Production Specialist 


In recent years magazine publish- 
ers have been showing an increasing 
interest in the use of the offset proc- 
ess for printing their publications. 
There have been rumors of lower 
costs and the possibility of using a 
less expensive uncoated stock for 
fine screen halftones. 

Readers’ Digest has been shipping 
large multicolor web offset presses 
to foreign countries for printing its 
foreign editions, which use halftones 
due to carrying advertising. It is 
well known that Time Inc. has spent 
millions in research on the use of 
offset for solving printing problems, 


and uses the process for some of 
its foreign editions. In the last few 
years it has been noticed that a good 
number of the shorter-run rotogra- 
vure and heavily illustrated letter- 
press periodicals have switched to 
offset for their printing. 

However, a cursory investigation 
on the part of some publishers in 
the past has frequently been disap- 
pointing—costs were no lower, time 
intervals were longer, and certain 
customary services for the distribu- 
tion or mailing of their magazines 
were lacking. Nevertheless, more 
and more periodicals are being pro- 
duced by offset, ranging from the 
colorful, standard-size Arizona 


Highways, with its last Christmas 
issue of 40 pages and cover all in full 
color, and with a circulation of 850,- 
000, to Tempo, a pocket-size weekly 
of 64 pages in one color. To those 
whose checking was negative, the 
situation is naturally puzzling. 


>This article may serve to clarify 
the present situation relating to the 
use of offset for periodical produc- 
tion, and give some information on 
the methods and procedures for the 
efficient use of the process. The new- 
ly developed methods also apply to 
house organs and similar publica- 
tions, whether periodicals or not. 
Past findings, which were puzzling, 
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1955 models? 


portfolios 
sales kits 
easel binders 
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. for more details circle 854, page 105 
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If you're sleepless from worry 
about lack of action from your 
ads, switch to AR and watch the 
response and orders come in! 
For advertising results that pay 


off, use 


Advertising 


Requirements 


100 ¢ ar ¢ February 1955 


were probably due to the fact that 
regardless of printing process, peri- 
odical production requires the serv- 
ices of a specialized organization, 
one set up for this type of printing. 
An offset printer equipped for a gen- 
eral line of commercial production 
is no better off than his letterpress 
counterpart when it comes to pro- 
ducing a magazine efficiently. Maga- 
zine production by offset requires 
both specialized equipment and fa- 
cilities and organization. 

It is only in recent years that offset 
has been set up for periodical pro- 
duction. Special web (roll-fed) off- 
set presses have been designed for 
magazine work, and more durable 
press plates have been invented. 
These new, long-life plates, such as 
Time’s Lithure plate, are good for 
over a million impressions and do 
not have a mechanically grained 
surface, an important feature when 
used for high-speed web press pro- 
duction. Special heat-set inks and 
drying equipment used on such off- 
set presses and the availability of 
machine-coated offset papers have 
also been a factor in the use of offset 
for magazine printing. 


>The web-fed offset magazine 
presses will handle several different 
form sizes and print both sides of the 
web as it goes through the press. 
The speeds of such presses are us- 
ually about 10,000 i.p.h., with cut-off 
and binding equipment synchronized 
with the speed of the press. Some 
web presses print one-and-one or 
two-and-two on two rolls fed simul- 
taneously; others print four-and-one 
or two, or up to four-and-four from 
eight color units. No special plates 
are required, since all offset presses, 
web or sheet-fed, are rotary presses. 
An offset press plate is a thin sheet 
of metal containing all units of the 
form which is clamped around the 
plate cylinder of the press. 

For print orders under 50,000 
copies the regular sheet-fed presses 
are frequently used, particularly for 
signatures in two or four colors. The 
52x76” offset presses which have be- 
come available since the last war 
can, of course, handle a 64-page 
9x12” signature. Such multicolor 
offset presses can be made ready 
in hours instead of days. 

The Eastman contact halftone 
screen, a World War II development 
for lithographing maps with extra 
fine detail, has also been a factor 
favorable to offset. This type of 
screen photo-mechanically handles 
special types of halftones such as sil- 
houette and highlight drop-out. 
Halftones in 133-line screen made by 
any method can be run even on half- 
tone news by offset. Magazines in 
one color formerly printed by roto- 





gravure are now being produced by 
offset on such stock, using 133-line 
halftones, and, of course, there is no 
screen in the type matter as with 
gravure. 


>In offset, plate charges are esti- 
mated on a basis of “time” instead 
of by an official “scale.” This less 
rigid method of estimating means 
that any copy preparation methods 
used which save the offset printer’s 
time are reflected in lower plate 
costs. For example, if copy is sup- 
plied as a page mechanical paste-up, 
there is no extra cost for line illus- 
tration, and there is little difference 
whether there are three, four or five 
halftones on the page, so long as the 
photos are proportioned and posi- 
tioned on the paste-up. 

Obviously, a more elaborate illus- 
trative treatment is practical, and 
heavy pictorial make-up does not 
involve the usual heavy plate 
charges. The various forms of “cold 
composition” — the use of special 
typewriters for text, and desk-top 
photocomposing machines for heads 
and subheads—can be used without 
extra plate expense to reduce com- 
position costs. When it is necessary 
to keep editorial halftone costs to an 
absolute minimum, screened (120- 
line) photo prints can be positioned 
on the line paste-ups of each page. 
This method avoids extra charges for 
halftones. 

Offset is usually faster than the 
other processes on delivery dates, 
including process color plates. How- 
ever, for a magazine that is heavily 
illustrated and which contains a 
large percentage of advertising con- 
tent, the time required is sometimes 
not as short as might be expected, 
for the reason that one source, the 
offset printer, is producing all the 
halftones, both editorial and adver- 
tising, whereas by letterpress many 


“How did we ever get along with just 
crayons?” 





photoengravers, in various cities, 
make the plates for the advertising 
pages. 


>The offset process uses a photo- 
graphic press plate containing the 
whole form, just as with the roto- 
gravure cylinder. Copy elements and 
text for each page are assembled on 
a paste-up, the same as a mechanical 
for the photoengraver, which in- 
cludes the text. Gravure uses this 
method of handling copy for the 
camera also. Form imposition is by 
means of negatives (or positives) on 
a flat. Important is the fact that the 
offset press plate is equivalent to a 
letterpress form locked-up and 
made ready. Even though 100 half- 
tones may be in the form, the usual 
letterpress makeready time is avoid- 
ed because in the offset process the 
ink is applied to the paper by means 
of the resilient rubber-covered off- 
set cylinder. 

Advertisers’ color plates are “con- 
verted” for offset production to avoid 
duplicating the cost of color plates. 
This is done by having the engraver 
pull good clean proofs in black of 
each color plate, either on coated 
paper or on thin acetate, termed 
transparent proofs. Within limits, 
these conversions can be either re- 
duced or enlarged in size, and thus 
standard size magazine plates can be 
used for an offset cover position or 
page in smaller or larger size. Fre- 
quently the offset reproduction is 
better than the original reproduc- 
tion. Gravure separation positives 
can also be converted for offset. 

One of the basic advantages of the 
offset process is the fact that it can 
put fine halftones, such as 133-line 
or even finer screens, on uncoated 
stock as well as on coated paper. 
Halftone news is now used quite 
widely for pictorial newstand peri- 
odicals; an inexpensive uncoated off- 
set stock is used for editorial sections 
for greater bulk or for better qual- 
ity. The machine coated offset papers 
are used for web offset production 
by those producers having the spe- 
cial drying equipment for heat-set 
inks. Kromekote and other types of 
coated stock are used for glossy cov- 
ers, just as with letterpress pro- 
duction. 


> To get the present-day story on the 
printing of periodicals by an offset 
specialist in this type of production, 
we interviewed the Haynes Litho- 
graph Co. (Silver Spring, Md.). This 
company prints more magazines by 
web offset than any other printer. 
Here are the pertinent facts. Each 
magazine must be considered indi- 
vidually as to whether it would be 
more economical or desirable to 
shift to offset from letterpress or 
gravure. With gravure, circulations 


not over 500,000 are most apt to find 
offset more economical; if under 
250,000, offset is almost sure to be 
less expensive. Whether a letter- 
press-printed magazine will save by 
shifting to offset depends largely on 
how heavily it is illustrated and on 
the amount of color used. The latter 
is particularly important with cir- 
culations of 25,000 or less. 

Haynes’ service for offset produc- 
tion of a magazine starts with ar- 
ranging to have the type set, or with 
the page paste-ups ready for the 
camera, as the publisher desires. 
This offset producer will do the copy 
preparation when the publisher 
wants this done, but the general 
practice, Haynes states, is for the 
publisher to contract with a produc- 
tion studio in his city for this work. 
The use of an outside service for 
copy preparation is usually more 
economical than permanent addi- 
tions to the publisher’s payroll. This 
page make-up method used by offset 
shifts the make-up work from the 
printer’s stone to the paste-up man’s 
drawing board, a faster method at 
lower hourly rates. A gravure pub- 
lication shifting to offset would con- 


tinue with its usual production 
methods. 


> When editorial content is largely 
pictorial, each page is generally 
pasted up complete with photos in 
position to avoid stripping costs. For 
a 72-page magazine containing from 
200 to 250 photos, for example, 
Haynes recommends this method of 
handling photos. If the editorial con- 
tent averages only about one photo 
to the page, then only the position 
of the photo would be indicated on 
the paste-up. The detail of methods, 
however, varies with the different 
offset plants. 

Advertisers or their agencies can 
supply their regular advertising 
plates as for letterpress production, 
or clean reproduction proofs, but 
the general practice today, Haynes 
says, is to supply photo copies of 
complete single color ads. The offset 
printer screens any tone illustration 
when he makes his negative. 

This particular offset producer also 
makes a specialty of publication cov- 
ers, most of which are process color 
front and back and either one or two 
colors for the inside positions. The 
absence of the usual press make- 
ready expense with large color forms 
permits offset to “gang” the covers 
of different publications for combi- 
nation runs. Twice a month Haynes 
makes such runs of covers using 
large multicolor sheet-fed presses, 
making their own color separations 
for the cover positions. Advertiser’s 
color plates are converted for offset 
when supplied. 
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Write today 
for your 
free copy 
ff to the nearest 
H. S. Crocker 
office 

Dept. A-2 . 


This free booklet explains how 
your advertising and sales litera- 
ture can be produced in full color 
lithography at prices never before 
possible. H. S. Crocker’s exclusive 
Colorform method can revolu- 
tionize all your mailing pieces... 
even on a limited budget. 
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it takes talent... 


When Benvenuto Cellini wrought his golden 
masterpieces, talent was his major tool. 
So at Eureka. Fifty years of craftsmanship 
help create sales promotions potent in 
persuasion, rich in results. When planning 
your next coupon or trading-stamp cam- 
paign, rely upon Eureka’s fine design and 
printing... the infinite care given to cata- 
logues, collection books, coupons, Out- 
serts, poster stamps. At Eureka, we have 
this talent. Consult us about your next 
sales promotion. 


EUREKA SPECIALTY PRINTING CO. 
567 Electric Street, Scranton 9, Pa. 


. . for more details circle 794, page 105 
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for less than 1'/2¢ apiece! 


Made from your transparency 
or art work, Crocker 
four-color postcards with the 
exclusive Mirro-Krome 

finish are a must for direct- 
mail advertising and sales 
promotion. For information, 
samples and price list write 

to the nearest Crocker office. 


Dept. A-2-A. 


H.S. CROCKER CO., INC. 


SAN FRANCISCO, 720 Mission 
LOS ANGELES, 2030 E. 7th 
CHICAGO, 350 N. Clark 

NEW YORK, 100 Hudson 
BALTIMORE, 1600 S. Clinton 


. for more details circle 784, page 105 





CLAREPORT* 
REPORT 
COVERS 


Make your 
reports, 
proposals, 
presentations / 
more effective! 





Clareport* is a patented report cover with a 
durable, transparent front cover and a back of 
Strathmore Beau Brilliant cover stock in 8 smart 
colors, available for immediate delivery. 
Clareports* are made to hold standard 11” x 
82" sheets. (Special sizes to order.) 25¢ each 
for 1000, 30c each for 100. 


Send for your FREE Sample today 


Belford 


Company, Inc. 


We specialize in 
custom-made easel 
binders and presenta- 
tion binders. Your 


317 W. 47 St. problem solved quickly 
Dept. A-25 and inexpensively. 
New York 36, N. Y. Write, wire or phone. 
Plaza 7-5950 *U. S. Pat. 2480917 


. for more details circle 770, page 105 
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With the use of high-speed presses 
and special inks it is, of course, nec- 
essary that the paper be suited to the 
particular conditions. Haynes stand- 
ardizes on several different types of 
stock for periodicals and buys in the 
carload price brackets, supplying the 
paper for both cover and text pages. 


> Any periodical printing specialist 
must of course maintain adequate 
distribution and mailing facilities. 
Haynes operates a traffic department 
for handling all types of shipments 
by various types of carriers, and 
maintains a mailing room for galley 
distribution and individual subscrip- 
tions. All work is handled by union 
men. In the past, lack of such facili- 
ties was one of the obstacles to the 
use of offset for periodical pro- 
duction. 

Since offset is an integrated proc- 
ess with the printer making his own 
plates as well as doing the press 
work, Haynes’ price for printing a 
magazine by offset is usually an all- 
inclusive price. It includes plates, 
paper, printing, binding and ship- 
ping, as well as other specialized 
services. 

Thus we find today that with off- 
set, periodical publishers now have 
another printing process adapted to 
their needs . . . a process using a 
photographic type of press plate par- 
ticularly suited to pictorial and color 
treatment, but which is also practical 
for shorter runs than rotogravure 
because of the lower plate costs. For 
technical reasons, there still remains 
a notable difference between offset 
and rotogravure printing. Offset can 
seldom achieve the strong contrast 
and chunky solid appearance of 
rotogravure, but offset can repro- 
duce a greater tonal range in photo- 
graphs, particularly in the shadows. 
This results in better detail, which 
publishers prefer for their illustra- 
tions. 

As for color reproduction, it is fast 
becoming apparent that good offset 
lithography is beginning to lead the 
field for magazine cover printing. 
Colors are clear and brilliant, and 
some of the most beautiful magazine 
covers on the newsstands today are 
the product of capable offset pro- 
ducers. 

With the use of offset for period- 
ical production, there is not only a 
possible economic advantage, but 
frequently a superior printed prod- 
uct. Technical developments in both 
equipment and methods have been 
responsible for the quality of print- 
ing possible with offset, but in the 
final analysis, this factor is in the 
hands of the individual printer. For 
periodical production, specialized 
equipment, methods, facilities and 
organization are important. 44 






Slide Ring . 
mechanical binding offers loose-leaf con- 
venience. Called ‘’Slide Ring,’’ it consists 
of an open multiple ring section and a 
rigid backbone piece, which can be re- 
moved to make page changes. 


. . This new type of plastic 


New Loose-Leaf Mechanical 


Plastic Binding Developed 


What is reported to be the first 
truly loose-leaf plastic mechanical 
binding has been introduced by Plas- 
tic Loose Leaf Inc. (Chicago), a 
subsidiary of Wilson Jones Co. Called 
“Slide Ring,” the new binding is sim- 
ilar in appearance to already popu- 
lar plastic bindings, but has a remov- 
able “backbone,” which slides off to 
permit quick changes in pages. 

“Slide Ring” is composed of two 
separate plastic pieces—an open mul- 
tiple ring section and a rigid back- 
bone piece. The ring section accom- 
modates sheets multi-punched like 
those used with other types of plas- 
tic bindings. The full-length back- 
bone simply slides on the ring sec- 
tion and locks tight. A friction lock 
at one end of the backbone prevents 
it from slipping past its proper 
position. 

With “Slide Ring,” sheets punched 
with the same permanent holes as 
the original punching can be added 
to the book at any time simply by 
sliding the backbone off the open 
ring section. The ring section is in- 
serted quickly by hand. 

More than 30 color combinations 
are possible with the new binding. 
The open ring section is offered in a 
variety of colors and in a standard 
translucent white so as not to dis- 
tract from copy and _ illustrations 
when the book is open. The back- 
bone piece, however, is made in a 
variety of colors. Thus it will har- 
monize with cover color and design 
and can also be used to carry a 
printed title or other message. 

Samples and additional details are 
available. 


For your copy circle No. 737 on the 
Reader's Service Card inside back cover. 


HAVE FUN 
WITH 
101 
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Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 


Type Calculators 


“DIAL” TYPE CALCULATOR 


FAST— EASY TO USE 
A turn of the dial 
and you have the 
character count, per 
line, to fit your type 
layout ... for the 
many type-faces in } 
present-day use. j 
Handy folder illus- 
trates the sizes for 
type-styling guid- = 
ance—also shows 
opular display 
aces. Complete kit \ 
. . . $2.95, postpaid. ; 
Circular on request. i 


CASGEL SERVICE, 493 Foch Bivd., Mineola, N. Y. 


. for more details circle 780, page 105 


Typographers 


= What's your,problem? 
Cure it by calling 
AL 5-1770 and get set with 


alt ©. BULLARD, Inc. 


ee Eee? ee SS ee 
150 VARICK STREET, NEW YORK 13,N.Y 


. for more details circle 773, page 105 


To 
Reach 
the 
Actual 


Buyers 


of 
ADVERTISING 
MATERIALS and 
SERVICES 


put your 
selling message 
before them 


Advertising 
Requirements 


aa oe 


SUPERB AD PLATES 


2 “ 


SAV 


ON FINEST GUARANTEED QUALITY 
1e2¢3 and 4 COLOR PLATES 


WRITE FOR PRICES 


TAFFORD ENGRAVING CO., Inc. 
229 N. PENN. ST. ¢ INDIANAPOLIS 
. . for more details circle 856, page 105 


Books 


The shortest distance 
between you and the successful 
display is one inch. 

This inch is 220 pages long and has 867 


illustrations, blueprints and diagrams. It is 
between the two covers of Victor Strauss’ 


P. 0. P. CARDBOARD DISPLAYS 


a Manual for the planning, construction 
and production of displays, covering every 
kind and every aspect of successful 


displays. $15 


For your Free Brochure, write to 


PRESENTATION PRESS 
Dept. A, P. O. Box 3, New York 24, N. Y. 


. for more details circle 843, page 105 


Exhibits 


The originator 
of PRE-FAB 
convention 


Capex 


displays 


We've built over 
1800 displays 
for over 1000 
companies 


s his Send for free 
Sees J Portfolio of 
exhibit designs 
Capex Company, Inc. 


615 South Boulevard, Evanston, Illinois 
. . for more details circle 779, page 105 


Copi-Counter 


COPI-COUNTER gives character 
count quickly and accurately. 
A precision dial gage, comes 
with instructions and leather 
case for $4.95 postpaid. 


on & page 





lines 


Counts characters in a line and ! 
4 


Arthur H.Nellen,Jr., Box 106 B, Broomall ,Pa.! 


. . for more details circle 830, page 105 








Direct Advertising 


we ey ome e t3135 
roms UT 


@ NO SEPARATE 
ALS h se 


Exciting new premium novelty. Actual 3-Dimen- 
sional motion pictures on cardboard self-mailer! 
No bothersome viewers to wear (or hold). 
Imagine YOUR PRODUCT or brand name 
leaping from the *Stereo-flix pages right before 
customers’ eyes! Startling animation—full depth 
—all real as life. Stock scenes available for 
customer imprint or distributor resale. Write 
nearest address now for profitable information. 


* Patent Pending . . 
available from inventor. 
THE TELE-FLIX COMPANY 


WESTERN ADDRESS: Box 1530-V35, Main Post 
Office, San Francisco 1, California 


EASTERN ADDRESS: Box 50-V35, Times Square, 
New York 26, New York 


. manufacturing licenses 


. for more details circle 858, page 105 


One Dozen Stamps =f 28 


IMAGINE! A single PAID 
rubber stamp machine 

LA that does the work of 12. The new 

“Daily Dozen” multiple stampcon- 

tains all the proper imprints for 

mailing, banking and billing. 

Each of the 12 rubber stamps 

built into this one efficient ma- 

“eA chine is over 1!" long! If 

m purchased individually, 12 

rubber stamps would cost 

about $10.00. But this con- 

‘ venient, space-saving ma- 

as listed chine is yours for only $1.98 

AIR PARCEL POST PRINTED MATTER | Postpaid. GUARANTEED 

HAND STAMPONLY DO NOT BEND SIMPLY TURN the dial to 

SPECIAL HANDLING VIA AIR MAIL select the stamp you need 

SPECIALDELIVERY REGISTERED 
FOR DEPOSIT ONLY PARCEL POST onen AN STA mr’ CO. 
FIRSTCLASS MAIL PLEASE REMIT Dept. AR Holt 428, Calif. 


. for more details circle 787, page 105 


BUSINESS CARD 
PROBLEMS? 


Solve them with our new ‘Business Card 
Buyers’ Guide” .. . free to users of 
5,000 or more cards a year. To get your 
copy, simply jot down quantity used per 


year on one of your present cards and 
mail to it: 


rk.o.H. HILL, inc. 


Fine Letterheads and Business Cards 
270 AR6 Lafayette St., New York 12, N. Y. 


- for more details circle 810, page 105 


Representative Wanted 


ADVERTISING SALESMAN 


With experience in selling either space, radio-TV 
time, sales promotion plans, etc. Must be used to 
earning over $15,000 yearly. Unusual opportu- 
nity for large earnings for right man. Our organi- 
zation, located in Chicago, is nationally known 
in advertising field. Drawing account against 
commission. Send complete activities of selling 
experience in reply. 
Box 12, ADVERTISING REQUIREMENTS 
200 E. Illinois St., Chicago 11, Ill. 
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C39 cavertisers 


The “key number” preceding the name of 
each advertiser listed below corresponds to a 
number on the Readers’ Service cards on the 
following insert pages. If you desire additional 
information concerning the products or services 
offered by any AR advertiser, all you need do 
is to circle the number on the Readers’ Service 
card corresponding to the number shown in the 
index. The same numbers appear at the bottom 
of the advertisements, themselves. 


SRCROREROGESRRECORERARRCOEROCROCCRECREOROGOROGREROCCEEROSOCRRCEOROGORECCRERORERRERRGEeeReceeeReReeeeeeceCaeS 
Readers 
Service 


Advertiser Page 
Number 












Readers 

Service Advertiser Page 
Number 

806 Headliner Products... 30 
816 Henry & Son, N... 51 
809 Hernard Mfg. Co., Inc. 64 
810 Hill, Inc., R. O. Hi. 103 
808 Hollander Company, Inc., Allen 43 
807 Hollywood Banners._ ‘ 55 
811 Indiana Wire & Specialty Co., Inc. 6 
812 Ingram-Richardson Mfg. Co........... i 65 
813 International Color Gravure, Inc. 7 
814 Intertype Corporation Inside Front Cover 
817 Kleen-Stik Products, Inc. 16 
818 Kurshan & Lang Color Service 80 











761 Acrolite Products Incorporated.......................... sleet 
BP aise erences ciccoceesces 57 
765 Advertising Typographers Association of 

I accep ca ederescceee nen ecenssonss 35 
766 American Artist Magazine 80 
776 Appleton Coated Paper Company, The........... . Al 
763 Artkraft Sign Company 15 
764 Avery Paper Company.... 55 
769 Bartz, F. H. 80 
770 Belford Co., Inc. 102 
868 Berlekamp Corporation 15 
771 Black Box Collotype Studios, Inc. 72 
768 Bourges Color Corp..... 77 
772 Buffalo Photo Company 76 
773 Bullard, Inc., Howard O. 103 

Bundscho, Inc., J. M............ .. 36 
774 Burgess Cellulose Company 71 
775 Burrelle’s Press Clipping Bureau 30 
777 Cantine Company, The Martin 17 
779 Capex Company, Inc., The 103 
780 Casgel Service 103 
788 Champion Paper & Fibre Co. 9-10 
786 Chart-Pak, Inc. 78 
781 Chicago Cardboard Company 77 
783 Coating Products 1 

Collins, Miller & Hutchings, Inc. 66 
800 Colorfax Laboratories................ 78 
778 Cooks’, Inc. - a 12 
787 Cossman Stamp Co. 103 
869 Coxhead Corporation, Ralph C. 14 
782 Craftint Manufacturing Co., The 4 
784 Crocker Co., Inc., H. S. 102 
785 Crocker Co., Inc., H. S. 101 
789 Curtis Paper Company 90 
790 Dot Engravers, Inc. 70 
803 Du-Plex Onvelope Corporation 44 
791 Durable Rubber Products Co. 56 
793 Eastern Corporation.......... 84 
792 Engel, Inc., J. A. 79 
794 Eureka Specialty Printing Company 101 
796 Ferber Pen Corp. 51 
797 Ferber Pen Corp. 52 
798 Flimack Studios............. rks Es ea — 
799 Filmotype Corp.......... 34 
846 Gair Company, Inc., Robert............2...20.2222.221-eeeee-e- swan OO 
804 Geeco, Inc... 64 
801 General Outdoor Advertising <a Geecie 
802 Glo-Brite Products, Ince............ eanees a 97 
842 Gold and Associates, Sam...... ee ote a 47 
805 Grace Sign & Mfg. Co............. NESS OF anaod 
795 Graphic System ; 28 


815 Haberule Co., The......... 





819 Letter Shop, Inc., The 43 
823 Major Photo Co. 80 
824 Markol Metal Products, Inc. 44 
825 McGrath and Associates, Thomas F. 70 
822 Merix Chem. Co... 56 
828 Meyercord, Co., The................. 56 
829 Millers Falls Paper Co......... 88 
820 Milprint, Inc......................... 13 
821 Minute Man Line, The....... 50 
826 Monsen-Chicago 32 
827 Mulson Studio 80 

National Blank Book Company 2 
— Naz-Dar Company oe ll 
830 Nellon, Jr., Arthur H. 103 
831 Neon Products, Inc. Inside Back Cover 
832 Nestor Productions, Inc. 31 
834 O'Donnell Ltd., Neil S. 51 
835 Ohio Advertising Display Co. 64 
833 Ohio Art Materials Company, The 80 
838 Orchids of Hawaii. 52 
836 Orent Engraving Company 70 
837 Oxford Paper Co... 87 
839 Pilot Productions, Inc. 30 
840 Pontiac Engraving and Electrotype Co. 5 
841 Porcelain Enamel Finishers 64 
843 Presentation Press 103 
844 Rapid Copy Service, Inc. 78 
845 Rapid Electrotype Company, The 69 
850 RCA Victor Custom Record Sales 52 
849 Rising Paper Company Back Cover 
847 Robertson Sign Co. 62 
870 Runkle, Thompson, Kovats, Inc......... scabs eae 
852 Service Bindery Co., Inc. 18 
853 Skokie Colorgraph Co., Inc. 102 
854 Sloves Mechanical Binding Co., Inc. 100 
855 Sorg Paper Company, The 89 
856 Stafford Engraving Co. 103 
857 Talking Tape Company, The 30 
858 Tele-Flix Company, The 103 
848 Texlite, Inc... 62 
859 Thilmany Pulp & Paper Company 8 
861 Underwood & Underwood 78 
860 Union Rubber & Asbestos Co. 80 
862 Varigraph Co., Inc. 76 
863 Veritone Company... 31 
865 Viewlex, Inc. 29 
864 Volk, Jr. Art Studio, Harry 78 
866 Warwick Typographers, Inc. 38 







Zippo Manufacturing Co... 










701/Circle on Readers’ Service Card 
Da-Lite Projection Screens 

. - » folder includes specifications and in- 
formation on selection of correct type, size 
and surface of projection screens. (Page 30) 


702/Circle on Readers’ Service Card 
Planning Training Programs 

- - » booklet includes checklists for selling 
efficiency and a way to evaluate sales 
training programs. (Page 31) 


703/Circle on Readers’ Service Card 

Stereo Viewer 

- - - information and literature is offered 

on the Stereo “50° Viewer, which does 

away with changing slides one at a time. 
(Page 31) 


704/Circle on Readers’ Service Card. 
C-Vue Flannel Board 
. . - brochure contains photos of new flan- 
nel board in use and includes suggestions 
for various uses of flannel boards. 

(Page 31) 
705/Circle on Readers’ Service Card 
Berthold Typefaces 


. . » type specimen booklet shows five re- 
cent designs by Berthold Type Foundry and 


other popular Berthold faces (Page 36) 
706 /Circle on Readers’ Service Card 
Photo Typesetting Machine 


. . » folder and specimen sheet show new 
Typro photographic typesetting and letter- 
ing machine. (Page 36) 


707/Circle on Readers’ Service Card 

Ad Stamps 

- - - details on miniature photos that come 
in perforated sheets for easy use on adver- 
tising pieces. (Page 44) 


708 /Circle on Readers’ Service Card 

Mass Mailing Techniques 

- « - brochure documents changes in mail- 

ing techniques due to new machines. 
(Page 44) 


709/Circle on Readers’ Service Card 

Use of Matchbooks 

. - « booklet tells how and why matchbooks 

are used for advertising, discusses methods 

of attracting readership and circulation. 
(Page 52) 


710/Circle on Readers’ Service Card 
Magnetic Pot Holder 

. . . details and samples of Magnepad, a 
pot holder which clings to iron or steel 
objects. (Page 52) 
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for publications 
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| 
a Advertising | 


711/Circle on Readers’ Service Card 
Medallions and Medals 

- - folder illustrates medallions, placqu- 
ettes, coins and other commemorative sou- 
venirs in actual size. (Page 53) 


712/Circle on Readers’ Service Card 
Scent-O-Matic 
- - » details on new scent device, Scent-O- 
Matic, to provide product aromas. Scents 
are supplied in aerosol spray cans. 
(Page 55) 
713/Circle on Readers’ Service Card 
Versatile Fiberglas Material 


- - - details of new reinforced Fiberglas 
material for displays. (Page 56) 
714/Circle on Readers’ Service Card 
Tel-It Display Unit 

. - « details on automatic book type display 
unit containing 12 sleeves for 24 advertis- 


Readers’ 

| Service 

Dept. 
3302 


| erect nenee Ob DR nniietine 


| % Please send me the following: 


| items mentioned in editorial columns: 











731 732 733 734 735 736 737 
More details from AR advertisers: 























%& Send for these helpful selling tools 





ing messages with flip-over page device. 
(Page 56) 


715/Circle on Readers’ Service Card 
Carter & Galantin Services 

. + » plastic bound booklet describes com- 
plete services of Carter & Galantin, special- 
ists in producing sales aids and animated 


displays. (Page 56) 
716/Circle on Readers’ Service Card 
Gale Dorothea Page Turner 


. . . brochure describes, illustrates uses of 
automatic page turner for display books 
and describes automatic cardboard display 
book. (Page 56) 


717/Circle on Readers’ Service Card 
Plastic Illuminated Signs 

. .. brochure illustrates in full color 11 
examples of national advertisers’ uses of 
illuminated signs. (Page 63) 


sien cintcniisinesciosintsaimeancnisimininmaianonastA Nii Nt al a 


Company Prete 


701 702 703 704 705 706 707 708 709 710 
| 710 712 713 714 71S 716 717 718 719 720 721 722 723 724 725 726 727 728 729 730 


761 762 763 764 765 766 767 768 769 770 
| 771 _ 772 773 774 775 776 777 778 779 780 781 782 783 784 785 786 787 788 789 790 
791 792 793 794 795 796 797 798 799 800 801 802 803 804 805 806 807 808 809 
| 811 812 813 814 815 816 817 818 819 820 821 822 823 824 825 826 827 628 829 830 
831 832 833 834 835 836 837 838 839 840 841 842 843 844 845 846 847 848 849 850 
| 851 852 853 854 855 856 857 858 859 860 86) 862 863 664 865 866 867 868 869 870 


| * Note: Inquiries for items listed not serviced beyond May 15, 1955 


Postage 
Will be Paid 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Il. 


| Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 
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718/Circle on Readers’ Service Card 
Aluminum Decals 

. . - folder and samples of aluminum de- 
cals. (Page 64) 


719/Circle on Readers’ Service Card 
Color Contrast Visualizer 

. » » six-page folder with swatches of six 
Day-Glo colors arranged to be easily con- 
trasted or compared. (Page 64) 


720/Circle on Readers’ Service Card 
Letter-Banner Display 

display sign with individual fluorescent 
letters. (Page 64) 


721/Circle on Readers’ Service Card 
Screen Tint Values 

. - » folder provides a reference for order- 
ing different screen tint values in any 
popular screen and lists 10 advantages 
gained by using Art Instruction Inc.’s Chart 
and Color Visualizer. (Page 70) 





BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.8, P. L. & R., Chicago, Il. 





Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East Hlinois St., 
Chicago 11, Ill. 


a see: 
| 


NIE UE 





722/Circle on Readers’ Service Card 

Automatic Drafting Pen 

. . » information on Rule-O-Matic, drafting 

end ruling pen that automatically refills. 
(Page 78) 


723/Circle on Readers’ Service Card 
Technical Art Work 

. . « folder shows reproductions of techni- 
cal artwork done by Allen-Wayne Tech- 
nical Corp. (Page 78) 


724/Circle on Readers’ Service Card 
Low Cost Color Prints 

in small lots at low cost from US Color 
Co. (Page 79) 


725/Circle on Readers’ Service Card 
Color Corp. Price List 

- » - Color Corp. of America offers new 
price list covering its services in produc- 
tion of color prints, Flexichromes and dis- 
play transparencies. (Page 79) 
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701 702 703 704 705 706 707 708 709 710 
719 720 721 722 723 724 725 726 727 728 729 730 











761 762 763 764 765 766 767 768 769 770 
771 772 773 774 775 776 777 778 779 780 781 782 783 784 785 786 787 788 
791 792 





789 790 





793 794 795 796 797 798 799 800 801 802 803 804 805 806 807 808 809 810 


811 812 813 814 815 816 817 818 819 820 821 822 823 824 825 826 827 82 
831 832 833 834 835 836 837 838 839 840 841 84 
851 852 853 854 855 856 857 858 859 860 861 


842 843 844 845 846 
862 863 864 865 866 867 868 869 





829 830 
7 848 849 850 
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726/Circle on Readers’ Service Card 
Photomammoth Murals 

special artwork, black light murals and 
large murals for exhibits or offices. 

(Page 80) 
727/Circle on Readers’ Service Card 
Marketing Photography 
. . » brochure describes Marketing Photog- 
raphy. new service designed for use in 
marketing, sales and sales promotion. 

(Page 80) 
728/Circle on Readers’ Service Card 
Photographic Color Duplicates 
- « « details on service which provides 
photographic colcr duplicates, stereo trans- 
parencies and film strips. (Page 80) 
730/Circle on Readers’ Service Card 
Eagle-A Translucent Bond 
. - . samples of Eagle-A Translucent Bond, 
new paper designed for use with direct- 
process copying machines. (Page 86) 
731/Circle on Readers’ Service Card 
Paper Selector 
- - » calculator and selector charts help 
paper buyers and printers select the right 
grade and type of paper. (Page 88) 
732/Circle on Readers’ Service Card 
Closed Circuit TV 
- + - booklet describes closed circuit tv 
and tells how to plan a tele-session. 

(Page 93) 
733/Circle on Readers’ Service Card 
Corrugated Exhibit Background 
- » + brochure describes, illustrates new 
corrugated background for exhibits. 

(Page 94) 
734/Circle on Readers’ Service Card 
Transparent Plastic Boxes 

- brochure describes, illustrates line 
of transparent plastic boxes made from 
stock molds. (Page 97) 
735/Circle on Readers’ Service Card 
Creative Package Design 
. » « booklet describes how a corrugated 
package is developed from blueprint to 
finished box. (Page 97) 
736/Circle on Readers’ Service Card 
Glass Containers 
- - « brochure gives results of study on 
supermarket impulse buying in relation 
to glass packages. (Page 98) 


737/Circle on Readers’ Service Card 
Plastic Mechanical Binding 
- samples and details on Slide Ring, 
new plastic loose-leaf mechanical binding. 
(Page 102) 
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More national advertisers 


than any other = tts* =a. 
iluminated sign MBERLAIN'S 


Behind this sales-stimulating Plastilux® sign stands 
Neon Products’ unexcelled facilities for design ... market 
research ...mass production...consistent product qual- 
ity ...complete records system... shipping. 


Nea! 


b 


The 25 years’ experience which developed SIGN ver- 
tising also established the financial stability to assure 
completion of any dealer identification program, no matter 
how large. 


Investigate your source of supply before investing. 
You can build any point-of-sale sign program around 
Plastilux® ... America’s largest selling illuminated sign. 


. 
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NEON PRODUCTS, INC. 


TTT BWEOR AVERCE, trwra, CORTE 


WRITE TODAY for a free subscription to 
SIGNews, the voice of SIGNvertising®. Or re- 
quest a SlGNvertising® engineer to assist you 
in planning your sign campaign, without any 
obligation. 


S525 "°S*28e 


In Canada: TEK PLASTICS, Ltd., Toronto, Ontario 
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KING OF BEERS 


. for more details circle 831, page 105 
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Portrait of Claes Duyst Van Voorhout by Frans Hals in the 
Jules S. Bache collection—New York Metropolitan Museum of Art. 


a 
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Ask your printer or paper merchant to show you the Rising catalog 
containing a superior paper for everything from a wedding 
announcement to a stock certificate. Qualities up to 100% Rag. 


RISING PAPER COMPANY...IN THE BERKSHIRES, HOUSATONIC, MASS. 


. for more details circle 849, page 105 





